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Intertype Corporation 


360 Furman Street, Brooklyn 1, N.Y. Chicago, San Francisco, Los Angeles, New Orleans, Boston 


In Canada: Toronto Type Foundry Co. Ltd. Toronto, Montreal, Vancouver, Winnipeg, Halifax 
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steel engraving, 


If it isn’t made by Intertype, it isn’t a Fotosette 


Among many prominent printing 











firms and publishing houses 
using Fotosetter machines and type are: 


The Macmillan Company 
R. R. Donnelley & Sons Company 
Stecher-Traung Lithograph Corp. 
Moore Business Forms, Inc. 
Taylor Publishing Company 
Warwick Typographers, Inc. 
Westcott & Thomson, Inc. 
Typographic Service, Inc. 
General Motors Corporation 
Harper & Brothers 
Milwaukee Journal 

St. Petersburg Times 

Oxford University Press 
Harvard University Press 
Doubleday & Company, inc. 
Cooper & Beatty, Ltd. 
Murray Engraving Company 
Melbourne (Australia) Herald 










Fotosetter is 
a registered trademark 
Fotosetter Times Roman 
and Futura Families 
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101 MORE Tips for 





Direct Mail Advertising 


In the February AR, we offered a General Electric “Wake-Up” Clock- 
Radio for the best tip to be added to a list of "101 Tips for Direct Mail 
Advertising” developed by Franklin C. Wertheim . . . and in came the 
suggestions from all parts of the nation. AR readers offered the best 
ideas from their years of experience in direct mail. In fact, the tips were 
so good that it will be a major task to digest the material cown to a list 
of just 101 more ideas to make your direct mail advertising pay off with 
bigger and better results. You won't want to miss this special article— 


Please enter immediately my subscription to 
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“101 More Tips for Direct Mail Advertising”—appearing in the May AR. 
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to sell it...display it! 








NEW ideas 
NEW techniques 
NEW developments 


NS 


9th Annual POPAI Symposium and Exhibit 


APRIL 5-6-7, 1955 - PALMER HOUSE, CHICAGO 








EXHIBITS 
3-day exhibit — admission free 


Tuesday, April 5th 10 a.m. to 6 p.m. 
Wednesday, April 6th 10 a.m. to 8 p.m. 
Thursday, April 7th 10 a.m. to 6 p.m. 








The biggest and only national exhibit | 
of Point-of-Purchase advertising — 
All types, All materials, All dimensions 














MERCHANDISING FORUM 


A panel of several of the nation’s top sales and 
advertising executives will be moderated by 
Ralph Head, Account Supervisor, Batten, Barton, 
Durstine & Osborne, New York. To be held 

April 5th from 2:30 p.m. to 5:00 p.m. 


SYMPOSIUM — LUNCHEON 
This annual feature in the Grand Ballroom, 
Palmer House, Wednesday Noon, Apr. 6, 1955. 


Distinguished guest speaker: General Carlos 
P. Romulo. All finished by 2.30 p.m. 










DOOR PRIZES 









USE THIS COUPON TO ORDER Your Tickets NOW! 
POINT-OF-PURCHASE ADVERTISING INSTITUTE, Inc. 
11 West 42nd Street, New York 36, New York AR 


GENTLEMEN: Please send the following tickets: 


—_____April 6 Symposium Tickets, including Luncheon at 
$7.50 each. Palmer House Grand Ballroom. My 
check is enclosed. 


_______ FREE Tickets for admittance to Exhibit of Point-of- 
Purchase Displays. Good all three days—April 5, 
6, and 7, 1955. 


































General Carlos P. Romulo 

has been President of Fourth General 
sasembly of the United Nations, 

4» -assador to the United States, 
cad Chairman of the Philippines 
Delegation to the Ninth Session 

of the United Nations. 

He served as aide-de-camp to General 
Douglas McArthur on Bataan, 
Corregidor, and Australia. At 
present he is the special, personal 
envoy of the President of the 
Philippines to the United States. 
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Top ) Performance 


CRAFTINT “66” JET BLACK 
DRAWING INK! 


You’ve never used an ink like this... and 


Craftint 66 is evailable in your first stroke with a pen or brush 


the % oz. “quill-in-stopper” 
will prove it! Extra waterproof and black 




















and the 2 oz. sizes... also 


the e economical 2 pint ie , ‘ 
a nee a as midnight! It covers with a single 
.+. pint...and quart sizes, 


Also available in 17 won- stroke... and remains jet black. 


derful transluscent colors! 


Made of the finest-ground colloidally- 


For pen or brush work... 


perfect Carbon Black... it 


also superior in the air- 
brush! They produce excel- 

ee assures a smooth, even flow! 
lent transparent washes. 


All colors intermixable. No settling! No sediment! It will 


not streak, discolor, or lighten 


with age! For Top Performance! 


Try It Today! 


“66"" 


| 6 ae K Craftfnt 


THE CRAFTINT MANUFACTURING COMPANY 
DRAWING Main Office: 1615 Collamer Ave., Cleveland 10, Ohio 
INK 
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JUST BETWEEN US 





Production Service Creates Advertising .. . 


Production service has always been regarded as the handmaiden of 
the creative efforts which go into advertising. After the idea of mer- 
chandising a product has been developed, and the copywriter and layout man 
have designed an ad, art and production get busy and complete the finished 
advertisement. That's the way it's Supposed to be. 























However, it should always be remembered that a great many small 
businesses, particularly in more remote places, far from the centers of 
advertising, are interested in advertising and would like to use it. That 
they do so in a limited way may be due as much to lack of production 
facilities as to lack of desire or lack of creative ability. 


These ideas occurred to me recently while I was helping to judge 
an advertising competition for music merchants conducted annually by 
Targ & Dinner, Chicago wholesalers of musical merchandise. They received 
entries from cities both large and small, but it was interesting to note 
that most of the merchants entering the competition represented relatively 
small communities. 





Because this successful wholesaler has learned from experience 
that many merchants would advertise if they had the necessary materials 
and facilities, its advertising agency wrote to daily newspapers all over 
the country suggesting that they contact their local merchants in the 
music field and assist them in putting together advertisements promoting 
the values of music and the cultural advantages to children resulting from 
musical training. In many cases, I noted, the ads entered in the contest 
were Submitted by local newspapers, which had a big part in designing and 
producing the copy, art and typography. 


This may not be the ideal way to turn out award-winning advertis- 
ing, but it helps to get many advertisers started and to complete the 


merchandising circle. 
t 
a 


G. D. Crain, Jr. 
Publisher 
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Here’s one that will give 
you that pleasant feeling! 
Pontiac has seven services 
under one roof that function 
as a source for ideas; 
photography; the proper 
art medium; outstanding 
typography and the 
necessary photoengravings 
and electrotypes of true 
quality. YOU can buy 

one or all and benefit 
from our 41 years 

of experience. 





















Write or call and let 
us fell you more. 
















ART 
PHOTOENGRAVING 


PHOTOGRAPHY UNIFIED 


ELECTROTYPING 


couor process SERVICES 


LITHO PLATE SERVICE 
















































Biz WEST VAN BUREN ST. 
CHICAGO 7, tLLINOES 
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We assure you we didn’t do it on 
purpose, but the March AR certainly 
presented strong evidence of the 
value of complete advance planning. 
Pages 63 and 66 in last month’s AR 
backed up a center spread insert fur- 
nished by West Virginia Pulp & Pa- 
per Co. 

Due to production complications, 
we ended up printing—by letterpress 
—type and several 120-screen half- 
tones. The fine printing on the in- 
sert spread was good evidence that 
the proper techniques blend to give 
beautiful results . . . and our back- 
up showed what can happen when 
that proper “blend” is lacking. 

Use of simple line cuts or printing 
by offset would have solved the 
back-up problem .. . but time ran 
out on us before we could correct 
our problems. The result certainly 
taught us a lesson . . . and maybe it 
did the same for our readers. 


> We are continually amazed by the 
large number of publicity people 
who insist on sending out gim- 
micked-up press releases describing 
new literature in detail—and over- 
look the very important follow- 
through of sending the editor a copy 
of the literature. If it’s something 
extra special where additional copies 
will cost a pretty penny, that’s an- 
other story. But a large percentage 
of press releases concerning all liter- 
ature—even catalog sheets—lacks the 
follow-through. 

Sure, we editors hate to be over- 
loaded with materia! of no interest 
to our publications . . . but it follows 
that if the release is of interest, the 
literature it describes will be. 


> We'd like to give a boost to the 
Post Office’s program to get business 
concerns to release mail throughout 





Display typefaces in this issue . 


THE EDITOR'S 
NOT 






BOOK 





the day rather than letting it ac- 
cumulate for late afternoon deposit. 

For years, the P.O. reports, it has 
been the custom for business con- 
cerns to wait until the end of each 
business day to mail the bulk of 
their letters, with consequent over- 
loading of all facilities in post offices 
between the hours of six and nine 
each evening. During the other hours 
of the day, much of the machinery 
necessary to process peak loads of 
mail remains idle. 

It isn’t only the post office people 
who benefit—business men get better 
mail service as a result of their co- 
operation. 


>Spencer Chemical Co. came up 
with a neat and useful gimmick to 
announce its plan to manufacture 
polyethylene under the trade name 
“Poly-Eth.” To help establish the new 
name, Spencer sent out two poly- 
ethylene shirt-packs with an illus- 


> 


arnt -rnet 










tration of “Poly-Eth,” a personable 
little lady with blond pigtails and 
chubby build (see cut). Printing on 
the packs was done by Milprint Inc. 
(Milwaukee). 





. . Page 33—Bodoni Campanile & Bold Italic; 45—-Bodoni Campanile 


G Bold Italic; 53—-20th Century Extrabold, Studio G Spartan Heavy Italic; 65—-Bodoni Campanile & 
Bold Italic; 71—Bodoni Campanile & Bold Italic; 73—Holla, Bernhard Modern Bold Italic G Spartan 
Heavy Italic; 77—Studio Bold & Spartan Heavy Italic; 81—Dom Casual & Spartan Heavy; 85—-Dom 
Casual & Spartan Heavy; 87—Venus Extrabold Extended & 20th Century Extrabold Italic; 91—Studio 
Bold & Spartan Black Italic; 95—-Rondo Bold & Spartan Black Italic; 107—Stymie Extrabold Italic & 
Cairo Bold; 111—hand-lettering & Spartan Heavy Italic; 1 19—-20th Century Extrabold & Spartan Black 
Italic; 125—20th Century Extrabold G Spartan Black Italic; 129—20th Century Extrabold Italic & 


Venus Extrabold Extended. 
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Why people leave home 


Most holiday trips are launched from a 
printed page. In pictures and words, the lures 
of “green pastures” are reproduced in 

resort and travel promotion. When Oxford 
Papers are used, all the color, realism 

and glamor come through to the prospect. 
Your Oxford Merchant can show you 


successful examples. 






xford Papers 


: lp Build, Coles 7 












For your next offset job 


OXFORD 


Wescar Gloss Plate Offset 


OXFORD PAPER COMPANY 


RUMFORD. MAINE * WEST CARROLLTON, OHIO 


Wescar Gloss Plate is an offset paper especially manu- 
factured with a light coating film and high gloss to 
give brilliance and detail to printed results. Its bright 
white color and smooth, even surface assure sharp, 
sparkling black and white and multi-color reproduc- 
tion for the finest offset jobs. 


TWO VALUABLE AIDS 





TWO VALUABLE AIDS. (1) The new OXFORD SELECTOR CHART, a time- 
saving master guide to the right grade for each purpose. (2) The new OXFORD 
PAPER COST CALCULATOR for finding the exact cost per 1000 sheets. Ask 
your nearby Oxford Merchant or write us direct. 


OXFORD PAPER COMPANY, 230 Park Avenue, New York 17, | 














Nation-wide Service 


Through 


Albany, N. Y. . 
Asheville, N. C. 
Atlanta, Ga. 
Augusta, Maine 
Baltimore, Md. 
Bethlehem, Pa. 
Boise, Idaho . 
Boston, Mass. . 


Buffalo, N. Y. . 
Charlotte, N.C. . 


Chattanooga, Tenn. 
Chicago, Ill. 


Cincinnati, Ohio 


Cleveland, Ohio 
Dayton, Ohio 


Des Moines, lowa 
Detroit, Mich. 
Fresno, Calif. . 
Gastonia, N. C. 
Hartford, Conn. . 


High Point, N.C. . 


Indianapolis, Ind. 
Kalamazoo, Mich. . 
Kansas City, Mo 
Knoxville, Tenn. 
Lincoln, Neb. . . 
Little Rock, Ark. 


Long Beach, Calif. . 


Los Angeles, Calif. 
Louisville, Ky. 
Lynchburg, Va. 


Manchester, N. H. : 


Memphis, Tenn. 


Milwaukee, Wis.. . 


Minneapolis, Minn. 


Nashville, Tenn. 
Newark, N. J. 
New Haven, Conn. 





Oxford Merchants 


W. H. Smith Paper Corp. 
Henley Paper Co. 

“Wy ant & Sons Paper Co. 
Carter, Rice & Co. Corp. 
The Mudge Paper Co. 
Wilcox- Walter-Furlong Paper Co. 
Blake, Moffitt & Towne 
Carter, Rice & Co. Corp. 
Storrs & Bement Co. 
Franklin-Cowan Paper Co. 
Caskie Paper Co., Inc. 
Henley Paper Co. 
Bond-Sanders Paper Co. 
Bermingham & Prosser Co. 
Bradner, Smith & Co. 
Marquette Paper Corporation 
The Whitaker Paper Co. 

The Johnston Paper Co. 

The Whitaker Paper Co. 
The Cleveland Paper Co. 
Cincinnati Cordage & Paper Co. 
The Whitaker Paper Co. 
Bermingham & Prosser Co. 
Chope Stevens Paper Co. 
Blake, Moffitt & Towne 
Henley Paper Co. 

"Green & Low Paper Co., Inc. 
Storrs & Bement Co. 

J Henley Paper Co. 
MacCollum Paper Co. 
Bermingham & Prosser Co. 
Bermingham & Prosser Co. 
Louisville Paper Co. 
Western Newspaper Union 

. + Roach Paper Co. 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Louisville Paper Co. 

Caskie Paper Co., Inc. 

C. H. Robinson Co. 

sais Paper Co. 

* Allman- Christiansen Paper Co. 
Sensenbrenner Paper Co. 
Wilcox-Mosher-Leffholm Co. 
Bond-Sanders Paper Co. 
Bulkley, Dunton & Co., Inc. 
Bulkley, Dunton & Co. 


(Division of Carter, Rice & Co. Corp.) 


New York, N. Y.. 


Oakland, Calif. 
Omaha, Neb. . 
Philadelphia, Pa. 


Phoenix, Ariz. 
Pittsburgh, Pa. . 


Portland, Maine 
Portland, Oregon 
Providence, R. I. 
Richmond, Va. . 
Rochester, N. Y. 


Sacramento, Calif. . 


St. Louis, Mo. 


Salt Lake City, Utah 
San Bernardino, Calif. . 


San Diego, Calif. 


San Francisco, Calif. 


San Jose, Calif. . 
Seattle, Wash. 

Sioux City, lowa 
South Bend, Ind. 
Spokane, Wash. 
Springfield, Mass. 


Storrs & Bement Co. 

. Baldwin Paper Co., Inc. 

Bulkley, Dunton & Co., Inc. 

Green & Low Paper Co., Inc. 

The Whitaker Paper Co. 

Blake, Moffitt & Towne 

Western Paper Co. 

Atlantic Paper Co. 

Wilcox- Walter-Furlong Paper Co. 

Blake, Moffitt & Towne 

General Paper Co. 

Brubaker Paper Co. 

. C. H. Robinson Co. 

Blake, Moffitt & Towne 

Carter, Rice & Co., Corp. 

Cauthorne Paper Co. 

Genesee Valley Paper Co. 

Blake, Moffitt & Towne 

Bermingham & Prosser Co. 

Shaughnessy- Kniep-Hawe Paper Co. 
Tobey Fine Papers, Inc. 

Western Newspaper Union 

Blake, Moffitt & Towne 

Blake, Moffitt & Towne 

Blake, Moffitt & Towne 

Blake, Moffitt & Towne 

Blake, Moffitt & Towne 

Western Newspaper Union 

Bermingham & Prosser Co. 

Blake, Moffitt & Towne 
Bulkley, Dunton & Co 


(Division of Carter, Rice & Co. Corp. ) 


Stockton, Calif. . 
Tacoma, Wash. 
Toledo, Ohio 
Tucson, Ariz. . 
Washington, D. rom 


Mill Brand Papers 

Paper House of New England 
Blake, Moffitt & Towne 

Blake, Moffit & Towne 

Paper Merchants, Inc. 

; Blake, Moffitt & Towne 
John Floyd Paper Company 


Worcester, _— _ Div. Carter, Rice & Co. Corp. 


York, Pa. 


The Mudge Paper Co. 


N. Y. *® OXFORD MIAMI PAPER COMPANY, 35 East Wacker Drive, Chicago 1, 
Mills at Rumford, Maine, and West Carrollton, Ohio 









> Joe Russakoff of Vanguard Adver- 
tising (New York) found this tag on 
his (unlocked) car while visiting up 
in Skowhegan, Me.: 














Reminds us of a gimmick origi- 
nated, we believe, by an insurance 
man up in Fargo, N. D. He had a 
man going around putting pennies in 
parking meters about to expire. 
Then, under the windshield wiper 
of the car, he left a nice note to the 
effect that he had “insured the owner 
against an overtime parking fine” 
with the obvious clincher that he was 
prepared to handle all kinds of in- 
surance. 











>We received an interesting series 
of press releases from Monsanto 
Chemical Co. during the National 
Housewares Show in Chicago. Each 
was mimeographed on a sheet of pink 
paper and came in a pink envelope. 
Each of the releases noted several 
products made of Monsanto plastics 
being displayed by various show ex- 
hibitors. Wherever possible, the 
paragraph notes emphasized the 
popularity of pink. Typical: 












































e Hollywood started it, now pink 
accented in red is a fashionable color 
scheme for girls who must spend 
more time in the kitchen. See the 
new glamour step-on garbage can, 
bread box, cannisters, and triple roll 
dispenser, all made of pink high im- 
pact styrene plastic with red linings. 
Space 794, Federal Tool Corp. 














e Where to plant the ivy and philo- 
dendron in 1955? In a bird cage 
planter of pink and black Lustrex 
plastic, very decorative. Space 440- 
441, Independent Housewares Ex- 
hibit, Bernard Edwards. 





e A dustpan too pretty to set on the 
floor is glitter gold and pink poly- 






Tell your story 


























ethylene plastic, striated to hold the 
potato chips or crackers for a party. 
Space 493-5, Plastic Metal Mfg. Co. 


7 | ED UU SO 


WON'T YOU LET 


TEL-A-SIGN, INC. 


Sell your product 























AT THE POINT OF PURCHASE 


Bordens 
Miller NORGE 


> Hie Ure 





SHERWIN We AMS 

- ~- GramBat “ 

gl = Suits Maylelin, 
NO SH fist <2 BE Goedrich 
\ Wt Mercury Bewman 


el 


é SUS TL 


AMERICA’S MOST COMPLETE LINE of 
INDOOR & OUTDOOR PLASTIC SIGNS 


“Tel-a-glo 


LOOKS LIKE NEON BUT 
MADE of ENDURING PLASTIC 





LITE 


ITs 
oYWanite/ 
BRILLIANT COLOR in MOTION 


~ SESS eis = = 


OFFICE 
540 N. MICHIGAN AVE 


SEE OUR EXHIBIT BOOTH 33 POPAI SHOW 
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FACTORY 


CHICAGO, ILL. 





140 W. 54TH ST 
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>Floridian Photo Engraving Inc. 

down in Miami is running a clever 

neenah Says; advertising program. A series of di- 

rect mail pieces with a light touch 

are being sent to 400 leading pros- 

pects. Each of the mailers is based 

upon a “true case history’—actually 

a clever twisting of famous historical 

pO eo p | m W h O NeVEeESL) events to sell the advantages of qual- 
ity photoengraving. 

' While the whole series is full of 

interesting copy, we particularly 

liked “Case History No. 2,” which 

told how Pancho Villa frowned on 

the poor quality of the “wanted” 

posters urging his arrest. So he had 

his sidekick, “Pedro,” an ex-engrav- 

er, design some new posters. 
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never clasp your hand, 


business with you 


through your letters. 
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The new posters were a real work 
of art—complete with Day-Glo col- 
ors. But what we really liked was 
the copy change: “The only copy 
change was in the headline. To create 

so impersonal a bond requires the character mass appeal, Pedro felt that the 
word ‘wanted’ should be dropped in 
favor of ‘desired’.” 

The results? Says the mailer, 
“Pancho’s poster campaign was so 
effective that he was apprehended 
three days after their installation. 
He attributed this success to the 
size of the illustration and the use 
of a second color rather than the 
content of the copy.” 44 


SALESMEN LOVE... 


of a fine rag bond by neenah. 

















Would you like business stationery 
that is preferred by your cus- 
tomers? Then ask your printer 
for a free copy of the “Neenah 
Guide to Preferred Letterheads." 
it is based on a four-year survey 
that determined what business- 
men preferred in letterheads. 
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NEENAH PAPER COMPANY e Neenah, Wisconsin 
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PROMOTION and MERCHANDISING! 
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NICE! 
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EQUIPMENT! Z ' 
MATERIALS! fii fh f VW. 
e ART-LAYOUT 
e PHOTOGRAPHY ’ 
e PHOTO COPYING 
@ DUPLICATING 






NATIONAL 





e@ PRINTING 


I TIiQOnr’ 






























@ LITHOGRAPHY ws we =) oO Ss 


e TYPOGRAPHY 
ENGRAVING 
ELECTROTYPING 
OFFSET PLATES 
DIRECT MAIL 


MAILING LISTS 
e ADDRESSING 

+ rota | MORRISON 
e BINDING E HOTEL 


@ PAPER, INKS 


jail CHICAGO 


e FILMS—SLIDES 
SHOW HOURS 12:00 Noon fill 10:00 p. m. 
Sunday through Wednesday 








T.V. PRODUCTION 


PACKAGING 





e LABELING A cavalcade of advertising methods, materials, ideas, services, and equip- 
ment! Admission is FREE to EVERYONE, associated in ANY WAY, with 
e DISPLAYS Advertising, Sales Promotion, Merchandising, Publicity, or Journalism! 
Come and bring ALL of your employees! If your work includes any phase of 
e P. O. P. advertising, you are invited! Get FREE tickets from any exhibitor or by 
mail. See “everything under the sun” in advertising production, promotion, 
e SIGNS and merchandising! It’s the greatest advertising show on earth! 
















EXHIBITS 
ATTENTION EXHIBITORS: SPACE AT THIS SHOW IS SELLING 
FAST. ... RESERVE YOUR SPACE NOW! PHONE, WRITE, OR 


@ VISUAL AIDS WIRE FOR FLOOR PLAN AND COMPLETE INFORMATION. 





SALES AIDS 
Directed By 


@ SALES CONTESTS oe 2 8 BAKER AND ASSOCIATES The Midwest's Leading Trade Show Management Firm 


SPECIALTIES L. WM. BAKER, MANAGING DIRECTOR 


@ PREMIUM GOODS MAIN OFFICE: 3302 DODGE STREET. OMAHA. NEBRASKA. PH. WEBSTER 2503 
—AND MANY OTHERS! 





Chicago Office - MARCUS W. HINSON, Associate Director - 19 SO. LASALLE ST.- PH. STATE 2-6337 


. for more details circle 359, page 135 April 1955 * ar « 9 





FOR A “HIT” SHOW NEXT YEAR 
.. START PLANNING NOW 
with rour FREE BARRY-O-METER 


Prepared by experienced Lewis Barry exhibit special- 
ists, it lists many important items you should consider 
over a 52 week period to get your exhibit booth ready 
for the trade show . . . Tells when to begin each phase 
of your Show Planning and Promotion—and when 
each should be completed to insure success. The 
BARRY-O-METER covers 


@ SHOW PLANNING AND PROMOTION 
@ EXHIBIT DESIGN AND CONSTRUCTION 


PLUS . . . HINTS ON “BOOTH BEHAVIOR” 
AND BOOTH MAINTENANCE 


and complete information on Lewis Barry Exhibit 
Service. 


You'll want a BARRY-O-METER for every show on your 
schedule during the coming year. Write for yours today . . . 
there’s no obligation. 


fog Coby wo. 


TRADE SHOW EXHIBITS 


12 JOHN STREET, NEW YORK 38, N.Y. 
PHILADELPHIA: 404 E. BALTIMORE PIKE, LANSDOWNE, PA. 


SHO-FLOOR 


Interlocking Rubber Tile 


For Attractive, Low Cost Floor Covering 


RA ME ia ae ee La 


ATTRACTS PROSPECTS 

REDUCES SHOW FATIGUE 

WIPES CLEAN—STAYS BRIGHT 
FITS ANY FLOOR PLAN 

EASY TO LAY—NO ADHESIVES 
STRIKING MARBLEIZED PATTERNS 


8 or 24 squares ‘4 thick. Beveled 
edge strips. For additional information 
about SHO-FLOOR and other items in 
our complete Show-Aids line, write 
or phone 


SHO-AIDS, INC. 


12 JOHN STREET, NEW YORK 38,N.Y. 
WORTH 4-0850 
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Why Outside Producers 


e ... We would like to have 150 re- 
prints of the February AR article, 
“Why Outside Producers.” The ar- 
ticle was one of the finest that has 
ever come to my attention dealing 
with the subject. As a matter of fact, 
your whole book is the most thor- 
oughly read and used journal that 
comes across my desk. 


A. G. BAKER 


President, Baker 
Inc., Chicago 


Productions 





Tips for Direct Mail 


e In the February AR, you carried 
an article titled “101 Tips For Direct 
Mail Advertising.” The tips given 
were excellent, but I was sorry to 
note that over 50 of them were not 
direct mail tips—they were mail 
order tips. 

I have always felt it unfortunate 
that there is so much confusion 
among advertising and sales promo- 
tion people between the terms “di- 
rect mail” and “mail order.” Direct 
mail advertising is any advertising 
that is sent through the mails, 
whether it be an offer to sell some- 
thing, straight advertising or a gro- 
cery coupon or sample. 

Mail order, on the other hand, 
refers to an offer to mail the item 
for sale to the buyer on receipt of 
an order with or without payment. 
Mail order advertisements run in all 
kinds of media; in fact, practically 
every recognized advertising medi- 
um has been used for mail order 
with the possible exception of out- 
door and sky writing. 

I think it would be very much in 
order for you to carry an early ar- 
ticle explaining these differences. Di- 
rect mail is the largest advertising 
medium except for newspapers, and 
I venture to say that less than half 
of all direct mail advertising is mail 
order advertising. 


M. L. PILert 


The Reuben H. Donnelley Corp., 
New York 


READERS WRITE 

















Merchandising Tags 


e We would like permission to re- 
print an article from the December 
AR for distribution to several of our 
advertisers. We are interested in re- 
printing the article titled “Merchan- 
dising Tags,” by Ingla Martin, Direc- 
tor of Merchandising Research, 
Hearns Department Store, New 
York. 

VINCENT MARINI 

Assistant to Home Appliance 

Promotion Manager, McCall’s, 

New York 


Jell-O Whale Display 


e I was interested to note in “Why 
Agencies Should be Interested in 
Point of Purchase Displays” (Nov. 
AR, page 44) that a photograph has 
been used of the Jell-O Whale floor 
stand. I would like to call to your at- 
tention the fact that the floor stand 
base was manufactured by the Dis- 
play Division of the Gibraltar Corru- 
gated Paper Co. for General Foods 
Corp. 
S. Paut BoocHEVER 
Vice-president, Gibraltar Corru- 
gated Paper Co. Inc., Clifton, 
N. J. 





Back Copies 


e Some time ago I read where you 
were making back copies in volume 
form of AR. Are back copies still 
available, and, if so, what is the cost 
of a complete set? 

We are interested in making this 
volume a part of our Graphic Arts 
Library, which in turn will be made 
available to our customers. Needless 
to say, we feel that the addition of 
a complete set of AR will add greatly 
to our existing library. 

A. L. HARDGREE 
Wertgame Paper Co., 
City, Mo. 
We’re sorry to say that we have long 
since run out of back issues of AR. 
Some of the early issues, although 
only a couple years old, have al- 
ready become collectors’ items. . . Ed. 


Kansas 
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ALWAYS MAKE GOOD PRINTING BETTER... 
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northwest 


pedigreed papers 


always make good printing better... 


the northwest paper company 


Pa 





SALES OFFICES 
* cHICAGO 6, 20 N. Wacker Drive 
MINNEAPOLIS 2, Foshay Tower 


st. Louis 3, Shell Building 































printing papers 
Mountie Offset 

Mountie Text 

Northwest Velopaque Text 
Northwest Velopaque Cover 
Northwest Index Bristol 
Northwest Post Card 
Mountie E. F Book 
Mountie Eggshell Book 
Non-Fading Poster 
Northwest Bond 

Northwest Ledger 
Northwest Mimeo Bond 
Northwest Duplicator 
Carlton Bond 

Carlton Mimeograph 
Carlton Ledger 

Carlton Duplicator 


North Star Writing 


envelope papers 
Mountie 

Northwest 

Nortex White 

Nortex Buff 

Nortex Gray 

Nortex Ivory 


Carlton 


converting paper 
Papeteries 

Drawing 

Adding Machine 

Register 

Lining 

Gumming 

Raw Stock 

Cup Paper 


Tablet 
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The following letters are typical of 
many received by AR. In all cases 
we try to supply as much helpful 
information as possible. However, 
we are regularly publishing some of 
the letters in this column with the 
thought that perhaps some of our 
readers would like to assist us in 
providing desired details. AR will 
gladly forward any letters in answer 
to such requests. . . . Ed. 


Film Strips 


e A feature story in the Sept. AR 
on the Reardon Co. film strip was 
very interesting. I would like to fol- 
low up on this type of sales aid for 
our company and I would appreciate 
any information you can give me 
concerning film strip projectors with 
sound equipment and the availability 
of a guide or instructive book that 
might help in the preparation of a 
film strip. 

MANNING CULPEPPER 

Advertising Dept., Blue Bird 
Body Co., Fort Valley, Ga. 


Stock Cartoons 


e One of our clients seeks a supply 
of what might be called “stock” car- 
toons or comics. His wish is for 
cartoons which may come from the 
pen of nationally known comic artists 
and cartoonists. 
Can you give us i.ny sources? 
H. G. KNow tc 
Knowlton - Washburn Co., Chi- 
cago 


Mailing Lists 


e We have a client who wishes to 
obtain a nationwide mailing list for 
a specific item. We are asking your 
help in locating a concern specializ- 
ing in mailing lists. 

Jim TYNE 

Don Watkins Advertising, Poca- 

tello, Ida. 


Baby Pictures 


e Can you advise us of the proce- 
dure for making contact with the 
firm that handles the Bannister Baby 
Photos .. . or the availability of any 
similar stocks of baby pictures? 
Macy Baum 

Paul & Baum Advertising, Los 
Angeles 





‘ versatile—you can post GOOD- 


used for interior or exterior 


PRINTED, SELF-STICKING, TRANSPARENT 


GOOD 


MAKES YOU BELIEVE 


because these especially created window 


brilliantly colored, vibrant eye-compelling 
attractions posted quicker, stay up longer, 
sell for you day and night 
loved by retailers—their 
transparency does not 
block visibility 





STIX on product, window, wall, 
door, mirror, anywhere 


purposes .. . pressure sensitive 
tape can go on front or back, 
sides or top and bottom 


available in sizes up to 40” x 


24”, from 1 to 5 colors and in 
DAY-GLO, too 


' actually the lowest cost sign 


available on a “‘per-posting” basis 


designed especially for your requirements 
by our point-of-purchase specialists. No cost 
or obligation. 


ae @ 


r Starting in Cold Weather 
—-. — 
Faster Engine Warm-up 


Quicke 


POSE Sa 
Boosting Engine Power 


Get your message UP and ACROSS like these 











SIGNS 


posters are: 
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GOODSTIX users: 




















FRAM DU MONT 
U. S. R 





G.E. 

UBBER CO. GENERAL FOODS CANADA DRY 
COLGATE CORN PRODUCTS TUNG-SOL 
CITIES SERVICE TOASTMASTER BORDEN CO. 
RCA SEAGRAM’S WILDROOT 
RAY-O-VAC BROWN-FORMAN SCHAEFER 





SEND for samples of GOODSTIX window signs 
and product identification labels in your industry. 









GOODREN PRODUCTS CORP. 


Dept. AR 263-273 WILLIAM ST., ENGLEWOOD. N B) 
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You’re Certain if it’s Bundscho 


Here Tybe Can SERVE You 







). M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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GS) Reprints 


The following reprints of feature articles which have appeared in Advertising 
Requirements are available at 25< each. Special prices are available upon 
request for quantity orders. Please order by number, enclosing the exact 
amount in coins, stamps or check. Send all orders to: Reprint Editor, Advertising 
Requirements, 200 East Illinois St., Chicago 11, Ill. On orders for four or more 


reprints we will be happy to bill you—smaller orders sent only upon receipt of 
payment. 


Time & Cost Guide for Producing TV Films—by Lee Randon 

An agencyman’s guide to production factors in tv films............................ February 1953 
The Public's Preferences in Calendars 

A guide to what various audiences prefer in calendars........ sesseensseeeeeseeek @DFUary 1953 
All of the People Some of the Time—by Nicholas Samstag 
Time's promotion director explains his direct mail philosophy.......................... March 1953 
Old Types Never Fade Away—by Edward M. Diamant 

Even the most modern ads can make good use of the older typefaces..............March 1953 
Do's & Don'ts for Television Commercials—by Hurry Wayne McMahan 

A picture story showing what to do and what not to do OM tV oo... .oeoeecccceeeeeeeeeee March 1953 
55 Ulcer Reducers for Exhibitors 


Here’s how you can make exhibiting easier, cheaper and 
bring better results.................. iano anata 


ei chanbia dics sacdinloncocisiadionsinacédiatuamancdildasedpioie is ccinictiicinianptanicsiaiesisill April 1953 
Do's & Don'ts for Better Engravings 

AR asked engravers from coast-to-coast what admen can do to help them 

produce better engravings ......................-.-.c--++--+- seddainanesatarliaagiehcibiiaione eden siete June 1953 
How to Design Packages for Self-Service—by Frank Gianninoto 

A leading designer outlines the demands of modern merchandising 

NE ieratadinri ata etiditnlehecierceirictpetsinspiensinchininsinicacioemins een in etiniep ances May 1953 


How to Prepare Jingles for Radio Spots—by Maurine Christopher 
The “basic rules” for one of radio’s most effective media... October 1953 
A "New Medium” Gets Its First Major Test—by Dick Hodgson 

Reflectorized bumper decals were a key element in a campaign 

ee 6 a, coumesiesauiteanniideteinniiniicarcassenaboane February 1954 
How to Get Your Share of Free Television—by Richard Marvin 
Here’s how several firms are editing their old films for use on tv...... 
The Great Premium Boom—by Gordon C. Bowen 

A general description of the use of premiums as a promotion medium.................. May 1954 
A New Approach to Display Purchasing—by John E. Donegan 

General Electric's solution to the problem of speculative presentations 

rr cease uses dsadedssstn che lpaioeemielalivierieeat February 1954 
44 Ideas for More Interesting Annual Reports—by Peg Miller 

A checklist of how a variety of companies have attracted attention and 

Oe rr I I I cece ninnensenseseicpsimnnccivensein November 1953 
The “Taking of a Man of Distinction’’—by Ted Sanchagrin 

The story behind the photographs in Lord Calvert's “Man of Distinction” ads....July 1954 
Show Your Wares to Sell Them!—by Ernest W. Goldberg 

GoldE Mfg. Co. is getting a lot of added sales promotion through 

a ceca asin sntbnaeinabcliessaoiiedasiadiiteseamentainined August 1954 
Pabco Sells Color with a Coordinated Campaign 

How a variety of materials were put to work by a West Coast advertiser.....August 1954 
How to Make One Set of Color Plates Do the Work of Several—by Bernard T. Converse 
How an advertiser got color into a “black and white’’ budget by 

ee ricci cestssicntecienicartscnnencatincasinceiccintntns Saceieananeed August 1954 
How to Make One Promotional Dollar Do the Work of Ten—by R. V. Boom 

Operators of Dari-Delite soft ice cream franchises cooperated in a joint 

advertising effort for big results at low COSt 2.2.2.0... ..eceecccceeeeeeeeneee sceceeceeeeee--- August 1954 
Picture Postcards .. . A Low-Cost Advertising Medium—by Dick Hodgson 

How picture postcards are used for advertising purposes...............................--... August 1954 
Do’s & Don'ts for Better Press steante-Oe Dick Hodgson 
A helpful checklist for getting better results from publicity efforts...........September 1954 
Audio-Visuals Don’t Have to Cost a Lot of Money to be Effective 

Reardon Co. produced its own prize-winning film strip 
ESS Ee 
How to Get the Most Benefit from Trade Shows—by Edmund D. Kennedy 

Monsanto prepared a handy guide for exhibit personnel.....September and October 1954 
Magnesium ... A Step Forward in Photoengraving 

The story of the development of fast-etch magnesium plates............................ October 1954 
Why Agencies Should be Interested in Point of Purchase Displays—by Bert Enos 
Several case histories show why agencies need to recognize displays.....November 1954 
Give the Dealer What He Wants—by LeRoy King 

A tormer supermarket operator tells the kind of premiums 


eer February 1954 


a Og = ees 
First Day Covers—Low Cost Mailing with Impact 
How collector's items are providing a direct mail wallop............... 
Color in Advertising—by Faber Birren 

An expert outlines the best colors for advertising.......................cs0ses-see000+0 November 1954 
A New Look for Signs . 

Changeable copy signs are finding growing favor 

a er ialeric aloes tcatnceresnsnsectentpcenepentieetiintnsabienstatensstnnnniinmipnaitinonesoea November 1954 
Follow Through—Key to Premium Success—by Arthur E. Irwin 
A complete program of follow through is the key ingredient 
Be I Be sccrccceccecctitencigestnceieninecnemantseiceccemensvamnitertiapesensstnsemis Eee Ine 
Assembling Color Elements Can Save Time and Money—by H. C. Latimer 

Discussion of photographic operations to prepare process art 

ee ee diasaintensaeeseaincliesentianinieteoatdindisteteisoieasibeniiel November 1954 
A Package on Every Table—by James Joseph 

Lawry’s Products designed its packages not only to make a hit at the 


eee November 1954 


.November 1954 


point of sale, but to find acceptance on American dinner tables...................... October 1954 
Progress Report: 1955—by Dick Hodgson 
A review of developments in the graphic arts in the past decade...............January 1955 


Elsie .. . Borden‘s Living Trademark—by Ted Sanchagrin 
One of the most popular personalities in America is a cow who 
travels more than 10,000 miles a year promoting her owner's products....December 1954 
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JULY 1955 
1-31 
Picnic Month . . . sponsored by American 
Bakers Assn., 20 N. Wacker Drive, Chica- 
go 6. 


Independence Day 


5 
Girls’ Clubs of America . . . founded 1945. 


8-22 
National Iced Tea Time . . . sponsored 


by Tea Council of the U. S. A. Inc., 500 
Fifth Ave., New York. 


14 
Ground Observer Corps Day . . . spon- 
sored by Ground Observer Corps Proj- 
ect Office, U. S. Air Force, Washington 25. 


24-30 
National Farm Safety Week (Presiden- 
tial Proclamation) . sponsored by 
U. S. Dept. of Agriculture, Washington 
25, and National Safety Council, 425 N. 
Michigan Ave., Chicago 11. 


25-31 
National Inventors Week . . . sponsored 
by United Inventors and Scientists of 
America, 271242 West 7th St., Los An- 
geles 57. 

28-Aug. 6 
Vegetable Week 


29 


Joseph Lee Day ("Father of Play- 
grounds”) .. . sponsored by National 
Recreation Assn., 8 W. 8th St., New York. 





“IT run a one-man agency ... hadda put 
it up to meet competition! 





DPE L= 


Many an advertising agency production man will 
recognize himself in this picture. To those who 
do, International Color Gravure can offer imme- 
diate aid. 


International is a gravure-engraving service house 
that has been preparing color positives and meet- 
ing closing dates for rotogravure publications for 
many years. A shop in which the owners are the 
operators, International is staffed with skilled 
technicians in the art of rotogravure, men who 
are responsible for many of the developments 
which have brought gravure printing to the high 
standards it has reached today. 


If you are the man pictured on this page you can 
change the picture in one motion. Let Interna- 
tional Color Gravure take over your rotogravure 
schedules and you can check those closing dates 
right off your list! 


39 West 60th St., New York 23, N.Y. Telephone Circle 5-8750 


Sales Office: LOS ANGELES—122 Glendale Boulevard, Phone: MAdison 6-4601 


SUPERTONE, INC. 


480 Lexington Ave., New York17, N.Y. Telephone Plaza 3-9468 
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* Se 





igo 


° e 
PRODUCT 
\ (fe 


—— 


> 


(Se 


TAKE DOWN 
YOUR SIGNS! 


National Surveys PROVE that 
DOLLAR-FOR-DOLLAR PAM 
Bulb Illuminated CLOCKS are 
your best salesman where 
sales are made. 


Your trademark and message on 
a PAM Advertising Clock sells 
your product 24 hours a day. 


HERE’S WHY 


CLOCKS ARE PERMANENT 
CLOCKS ARE COLORFUL 
CLOCKS ARE ANIMATED 
CLOCKS ARE NECESSARY 
SELF-LIQUIDATING 


GET THE FACTS NOW 


Write today for PAM’s COMPLETE MER- 
CHANDISING PACKAGE. It will show you 
how to get powerful and nationwide ad- 
vertising at little, or NO COST. 


PAM CLOCK CO. In. 


New Rochelle, N. Y. 


World's largest manufacturer 
of advertising clocks 


Representatives in principal cities 


eee. 
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How 





IT SOLVED IT 





Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


Travel Agency Assists 
In Producing Streamer 


At Hallicrafters we wished to pro- 
duce a streamer for use during the 
British coronation by dealers and 
distributors at the lowest possible 
cost. We were able to produce the 
streamer through the cooperation of 
the British Travel Assn.’s advertis- 
ing agency. 

Curtis Publications, which sched- 
uled the original BTA ad in Holiday, 
ran the BTA full-page, full-color ad 
on a double size sheet, inserting a 
zinc of the Hallicrafters copy in the 
black plate opposite the full-color 
BTA ad at a minimum cost. 

Thus we were able to obtain a 
striking window streamer in full 
color on a sheet double Holiday mag- 
azine page size without the cost of 
full-color photography or four-color 
engravings. This program was mu- 
tually advantageous, since Halli- 
crafters gained the streamer at low 
cost and BTA obtained additional 
exposure for its advertising. 

While this is an isolated case, I’m 
sure many advertisers could work 
with other travel associations, travel 
agencies and ship and airline com- 
panies to gain the same results. 

A. RayMonpD BERMOND 
Advertising Manager, The Halli- 
crafters Co., Chicago 


Uses Form Letter, Gets 
Fast Tear Sheet Service 


For years our bookkeeping depart- 
ment had been harassed with the 
tryin task of getting out-of-town 
newspapers to send tearsheets, which 
were required by the client to ac- 
company all bills. 

We tried everything—requests on 
our orders, follow-up cards after in- 
sertion, telephone calls— but with 
only mediocre results. 

We think we have found the solu- 
tion with our latest approach. We 


prepared a form letter on standard 
size stationery and mailed it out to 
our newspapers one day prior to in- 
sertion date. This request arrived the 
same day the ads ran, and we have 
had little trouble since in getting 
fast service on tearsheets. Evidently 
our previous trouble in getting sat- 
isfactory service was the lack of fol- 
low-through in checking our orders 
and the lack of back copies of the 
papers after publication date, when 
the usual follow-up cards come 
through. 

Max J. KERsTEIN 

Production Manager, William N. 

Scheer Advertising Agency, 

Newark, N. J. 


Bright Red Routing Slip 
Easy to Locate, Use 


We have developed a routing slip 
that is quickly apparent in a pile of 
correspondence and other papers and 
is simple enough to be adapted easily 
by other companies. 

The routing slip itself is a bright 
red color, making it easy to spot 
even in a big pile of mail. A color 
code—blue for engraving, black for 
sales, red for management—makes it 
an easy matter for the person who 
makes changes to be traced without 
the necessity of initials under each 
correction, suggestion or alteration. 

A column headed “Title” gives the 
reader a quick description of the 
material he is reviewing; the date on 
the slip provides a check on how 
long it took to get approvals; a blank 
column is for use by several different 
engineers and divisions with as few 
or as many people included as de- 
sired, and the final column provides 
space for noted corrections. The 
routing slips may be filed for future 
reference after the piece has been 
approved. 

J. L. Borpen 
Advertising Manager, Perfection 
Mfg. Corp., Minneapolis 








You can expect true color reproduction when you 


Getting printing like this use Hammermill Offset. Free from fuzz, lint and 


flakes, it’s whiter, brighter and more opaque than 

- ° most offset papers. And, Hammermill Offset has out- 

on Ha mmerm ill Offset standing ink receptivity and dimensional stability to 
reproduce beautiful colors with striking realism. 


e Available in Wove and four embossed finishes — 
is duck soup 


Handmade, Homespun, Linen and Laurel. Choice 
of weights and sizes. 


HAMMERMILL OFFSET for the finest color printing 


Manufactured by HAMMERMILL PAPER COMPANY, ERIE 6, PENNSYLVANIA 





No need to spend valuable time checking samples 


when your printing jobs are on Hammermill Bond 


When a printing buyer reorders 
business forms or letterheads on 
colored paper, he has a right to 
expect a color match for his 
previous order. 

No need to worry about this de- 
tail when a job is on Hammer- 
mill Bond. For, Hammermill 
Bond colors do match, run after 
run, month after month. That’s 
the result of maintaining color 
control with the costly spectro- 
photometer - - the scientific in- 


strument: that “remembers” 
colors in black and white. Most 
mills must rely on paper samples 
that fade in time. Hammermill 
can give you a precise color 
match - - indefinitely. 

Hammermill Bond is available 
in 12 colors as well as a bright 
white. These action - getting 
colors were developed from 40 
years’ experience in the pro- 
duction of 500 million pounds of 
colored bond paper. Use them 


with complete confidence - -they 
are made to help produce finer 
business printing and to please 
careful buyers who will be glad 
to ‘“‘come back for more.” 
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I SOLVED IT 






How 
COA sparks ‘“sparkler’’ sales! 





A Simple Printing Job 


Solves Rattle Problem 


We recently had a “rattle” prob- 
lem when we packaged a metal 
screwdriver in a hard plastic case. 
For mailing, the hard plastic case 
was firmly held in a die cut box, but 
the screwdriver would hit the plas- 
tic case and make a definite tapping 
noise. 
To keep the postal department ~ 
from opening or delaying delivery 
of the packages, we printed “Rattle 







O0E ot Wis Schade oad all GENO nate A “diamond” of mirror glass slowly rotates to catch the light 

went dalled senate . and catch the eye on this “‘jewel’’ of a sign in Jacksonville, 
Saatie 86 Meion a _ Florida. Spotlights and chaser action bulbs increase effective 
Asst. Advertising Mgr., White- selling night and day. 


Rodgers Electric Co., St. Louis Why not let GOA spark your electrical and identification 


sign this way? Whether you need one sign or a thousand, the 
. : experience of the entire GOA organization is at your service. 
Finds Special Scotch Tape 







‘ Call your nearby GOA branch 
Useful for Retouching Job office for full information, or write: 


We had in production a book con- 
taining nearly 200 ink drawings, pisses ; - Pe 
suet at hdd eatines seein General Outdoor Advertising Co. 
with white paint to remove certain 
lettered words, to shorten lines in 
the drawing, to cover stray spots, etc. 


. for more details circle 402, page 135 
be rut the working time in Pall | EEDA ee Wr uaele HISSHVES 

y using a special Scotch Acetate a — ae J 
Fibre Tape, 1” wide, that is opaque te de 


and white. Pieces of the required size a la alia New Selling Tools 
may be snipped off quickly and may 
be firmly affixed in a matter of sec- Ky iE 16 
onds. WU ae b 
This procedure also eliminated the CN * 


danger of paint chipping off when the eC anak) 23 


unmounted drawing paper was rolled. 
JOHN WARNER 


Production Director, Cornell Ca — HE NIETO 
University Press, Ithaca, N. Y. 


May 23, 24, 25, 1955 


Grand Ballroom and Adjacent Ballrooms 










515 South Loomis Street, Chicago 7, Illinois 














Ingenious Artist Gets 
Off Hook with Off Color 


I was working close to a tight tv 
schedule and had completed a ten- @ Envelope compartment is integral 
second spot commercial. When it construction .. . not pasted on... 
came to the lettering of telephone CON Sa ar pam THRE. HOTEL BILTMORE 
number and firm name on a final @ Safety Signal Flap exclusive with New York City 
card, I found I had no more off-white Du-Plex warns not to overlook 9,200 Attended Last Show 
or tinted illustration board. totter on fase. Request Guest Tickets or Exhibit 

To solve this problem, I used a @ Write for Du-Plex samples and Information on company letterhead. 
piece of pure white board and let- prices .. . No obligation! 
tered on it with black drawing ink. 
Then I sprayed the card with a light 


tint of gray. 
Result? I had a card that was both yy wy 
off-white and off-black and still of- 


fered enough contrast for punch. ONVELOPE CORPORATION paisa taiennibiindiiciiiccidieaiii 
WituraMm Mostap 3026 FRANKLIN BLVD., CHICAGO 12, iLL noah egg igre Se cing at 


: Nov. 14, 15, 16, Hotel Biltmore, New York 
Free Lance Artist, Brooklyn . for more details circle 439, page 135 
















Thomas B. Noble, Chairman 
ADVERTISING TRADES INSTITUTE, Inc. 
270 Park Avenue, New York 17 
MUrray Hill 8-0091 
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This letter went to the 


Mechanic 

a 

: | Superintendent of eve 
ewspaper in the U.S.A one 


Reilly & lactrotype (.mpany 


pivision OF ELECTROGRAPBIC CORPORATION 
ET? NEW YORE 17, 


T pORTY-FIFTH STRE 
L 6-6350 


305 EAS 
MU RRAY HIL 


November 26, 


Mechanical superintendent 


Chicago» Illinois 


Dear Sir: 


ortant to yo 
oblem tha 


oe 
ve 
o- 


It is imp 
serious pr 


in open areas - 
by newspapers themselves - 


In the course of 


intervals we ii 
casi lly uP Oo - ‘ 
f .055 that our 


ne 


me 
5 stand 


Have We peen wrong in taking this 
or gavisable to 


no longer 
that this cos 


We repeat, for emphasis» h 
it really is important we can 


unless 
Your comments 11 be @ great nelp to us. 
and specifica ly what your experiée ce shows you ne i 
ive the avertiser he best possible reproducti . We 
e eif-addressed» postage-free enve Lope for your onven) 
nelp will be greatly appreciated: 
sincerely yo 


REILLY 


05 
nold rigid 


4s us ext 
y this extr 


not justif 


N. Y. 


1954 


sure t 


ard so serio 
ly to that st 


ra time 


ELEC TRO 


Manager 





to clear up 2 


usly? Is it 


and money - 
a expense - 


urS>» 










MTT) SERIOUS ANSWERS 


“Stick to the Standard” 


“In our plant we think your standard of 
055 inches in depth (for open areas of 
Reilly Plastictypes) is much more satis- 
factory. Of course we receive some 
plates with shallow depths. We have to 
do the best we can to give the customer 
a good reproduction and in the past we 
have failed to do this and have had to 
rebate. For the above reasons we say 

please stick to the standard of .055.” 
Mechanical Superintendent 

Tennessee Newspaper 


“Fit to Continue” 


“In answer to your letter of November 
26th in regard to depth of open areas in 
your Reilly Plastictypes, we have no 
trouble printing Reilly plastics but we 
do have trouble with other plates and 
are continually sending in complaints to 
the customers . . . | hope you see fit to 
continue routing your plastics to .055 


inches.” 


Mechanical Superintendent 
Minnesota Newspaper 


“Urge You Not to Abandon” 


“T want to urge you not to abandon 
your policy of keeping the open areas 
of your Reilly Plastictypes down to .055 


inches. Competitors . . . 


trouble.” 


Mechanical Superintendent 


New York Newspaper 
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“Frown on Anything Less” 


“In answer to your letter of November 
26th .. . I will stand behind the recom- 
mended .055 depth and frown on any- 
thing less . . . | can only say that in 
demanding a depth of .055 inches (in 
the open areas of Reilly Plastictypes) 
you are craftsmen justly proud of your 
work.” 

Composing Room Foreman 

Illinois Newspaper 


“Giving Us a Fit” 


“Keep it up. Your Reilly Plastictypes 


are reproducing nicely 
plastics are giving us a 


¥ 


“We Definitely Recommen 


“Referring to your letter of November 


26th please be advised that you are 


nitely not taking the .055 depth of Reilly 





April i700 * a@F * 



























































. Other shallow 
fit.”” 

General Manager 
‘irginia Newspaper 




















d’”’ 











defi- 





who rout only 
to .020 or .030 are heading for serious 


Plastictypes too seriously. We definitely 
recommend your holding rigidly to 
this standard .. . We are always happy 
when we see Reilly plastics.” 


Composing Room Foreman 


Up-State New York 


“Stay With 055” 


“We never have trouble with Reilly 
Plastictypes but do have some difficulty 
with others. Hope you stay with .055.” 


Mechanical Superintendent 
Wisconsin Newspaper 


NOTE: We received 356 answers in all. And 277 of them, or 78°... endorsed our stand- 


ard of routing open areas to a depth of .055 of an inch in the finished Plasticty pe. 
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QUALITY 
is SUPERIOR the SERVICE 
LIFE LONGER cece 


POINT-OF-PURCHASE OR 
ROADSIDE—PLAIN OR RE- 
FLECTORIZED—THEY BUY 
LOWEST COST ADVERTISING 
































Metal Signs for effective 
outdoor advertising 
produced in quantity— 
and for every type busi- 
ness—are made in the 
modern GRACE plant 
in the quality manner 
to outlast and outsell! 


SILK SCREEN 
PROCESSED ON 
METAL... 


Our special method of 
applying colors to a 
faithful reproduction of 
the product or design, 
is fast, accurate and 
artistic. They have eye 

and buy—appeal. 
Over 35 years of Know- 
How backs every sign 
produced by GRACE. 


BAKED ENAMELS 
ARE PRE-TESTED 
FOR WEATHER 
WEAR... 


Paint Enamels used 
by us are made to 
GRACE specifications 
for weather resistance. 
They are coded and 
pre-tested for quality 
control. This eliminates 
all guesswork and as- 
sures longer service 
life. Your clients can 
depend upon GRACE 
quality. 


NSA 
CIGARS 


WE DESIGN ANY 
TYPE SIGN... 


Your clients may, at 
times, desire special 
signs. Just let us know. 
We will even make up 
a sample sign from 
color sketches for ap- 
proval. There are no 
aT: obligations. What are 


RIKE So 
ATA |: 


3600 S$. 2nd ST. * ST. LOUIS 18, MO 
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HOW 
I SOLVED IT 


Hand-Lettered Posters 
Easy with New Stencil 


By using the Gestetner Duplicator 
Corp. “Brush Stencil,” I just finished 
producing 180 9x12” hand-lettered 
posters in 45 minutes at a cost of a 
little less than $3. 

The “Brush Stencil” is designed 
for use on the Gestetner duplicator, 
an ordinary stencil-type machine. 
You put copy on the “Brush Stencil” 
simply by painting on it with a spe- 
cial chemical. It took me 15 minutes 
to hand-letter the poster design on 
the stencil. My time was speeded up 
by the handy squaring-off lines im- 
printed on the surface of the stencil, 
which eliminate the need of sketch- 
ing in guide lines. 

After hand-lettering the poster de- 
sign on the stencil, I simply mounted 
the stencil on the machine, loaded 
the 9x12” construction paper I de- 
cided to use, and let her go. Half an 
hour later (it took longer than it 
might have because I decided to 
slipsheet) I had my 180 copies of the 
poster, advertising the sale of season 
tickets for our local “little theater” 
group. 

Each stencil plus fluid costs about 
35¢. 

Rev. Witut1AM M. HunNTER 
Pastor, First Presbyterian 
Church, Robinson, IIl. 


Ingenious Device Saves 


Wear And Tear on Pants 


For struggling young artists with 
one pair of pants or even for affluent 
art directors who want to protect 
their Sunday-go-to-meeting suit, I 
have invented the ‘‘trouser- 
protector.” 

Fasten a strip of cloth along the 
bottom edge of your drawing board 
—the width of the board and about 
18” deep. Every time you sit down, 
flip the cloth over your lap, thus 


2 SOOO OOE BOGE SOBEL IREE ELS ELLE ELE EGER IBGE IES ERLE CERNE 


protecting your trousers from acci- 
dentally spilled paint, splashed rub- 
ber cement, crayon dust, etc. It really 
works! 

HERMAN H. MAURER 

Production Manager, McKee & 

Albright Inc., Philadelphia 


Removes Excess Ink 
With Talcum Powder 


In making ad pasteups with repro- 
duction proofs, occasionally the ink 
will smear with irritating results. In 
such cases, I dust the sheet of type 
with ordinary talcum and wipe off 
the excess with clean cotton. The 
result is cleaner, sharper looking ads. 

GENE M. WrRoBEL 

Advertising Department, West 
Bend Aluminum Co., West Bend, 
Wis. 





Paper Clip, Thumb Tacks 
Keep Cement Brush Neat 


I have found that with a simple 
paper clip and two thumb tacks I can 
keep the upper part of my rubber 
cement brush from becoming sticky 
and messy. 

The paper clip is tacked to the 
brush handle, one thumb tack at the 
top and one at the bottom of the clip. 
The small part of the clip then is bent 
forward to form a hook. The hook fits 
over a block-U shaped wire used to 
drain excess cement from the brush. 
(Many cement cans come with this 
wire arrangement, but it can be 
easily constructed from an ordinary 
piece of wire bent into the desired 
shape and pushed well into the con- 
tainer.) 

With the cement can _ properly 
filled, the brush will always be neat 
and ready for use. 

MattTuHew A. PICKERAL 
Advertising Service, Richmond 
Newspapers Inc., Richmond, Va. 
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Illustration courtesy the Capehart-Farnsworth Company 


Reproduced from color photo by 4-color offset lithography. 


SOMETHING WONDERFUL HAPPENS when you 
print, by any method, on Beckett Hi-White. Type looks 
sharper . . . blacks look blacker ... colors look deeper 


toned ... finest details of the original artwork are pre- 


served. The paper itself is startlingly white, but with 
a roseate undertone that produces — for the first time in 
a sheet of paper — the effect of whiteness with warmth. 


For details of sizes, finishes and weights, see other side. 











Available in four standard basis 
weights— 60, 70, 80, and 100 Ilbs., 
and in four popular sizes. 


In addition to Smooth Vellum, 
Beckett Hi-White can be supplied 


in a variety of fancy finishes. 


IMPORTANT NOTE. To provide a com- 
panion cover for Beckett Hi-White, we have 
added Hi-White Buckeye to our famous cover 
paper line. This is in addition to the standard 


white now regularly furnished in the Buckeye 
Cover grade. 





THE BECKETT PAPER COMPANY 


Makers of Good Paper in Hamilton, Ohio, Since 1848 





IDEA ALBUM 


SALES MEETINGS 


Captive Audiences 


Often the greatest problem involved in sales meetings is to capture 
the undivided attention of those participating. For many, a sales 
meeting is nothing more than an opportunity for an “extra” vaca- 
tion. I. L. Lyon & Co. Ltd., New Orleans wholesale drug firm, held 
its sales meeting aboard a chartered airliner enroute to New York. 
A shoe manufacturer has held its annual meetings on the Santa 
Fe Chief between Chicago and Los Angeles. The time enroute, with 
a completely captive audience and very few distractions, is often 
more valuable than like time in an office or hotel room. 


DISPLAYS 
New Life for Out-Dated Displays 


A cosmetic company was stuck with thousands of 

dollars’ worth of expensive displays when a price 

change went into effect. But instead of junking the 

lot the company had an inexpensive Able-Stick 
label (pressure-sensitive adhesive backing) designed to blend 
with the displays. In this way it was able to change the prices and 
save its investment in the original displays—The Able-Labeler, 
published by Allen Hollander Co. Inc. (New York). 





PRINTED MATERIAL 


Invisible Printing 


The use of “invisible printing’ as a gimmick for printed material is 
growing in popularity. The most common form is a card, which is 
blank until soaked in water, then comes up with a message. For 
several admen, however, this basic form is only a starter. By letting 
the hidden message fill in something already visible, they have 
developed pieces with more impact. Miller Printing Machinery Co. 
(Pittsburgh ), for example, sent out a simulated business letter from. 
a printer to Dun & Bradstreet commenting on progress. A hidden, 
“between-the-lines’” message provided the impact. 


PRIZES 
Awards for Field Reports 


George Sandell of Minnesota Mining & Mfg. Co. (St. Paul) had a 
problem common to many admen—he needed end-use reports from. 
the field and was having difficulty getting them. A prize program 
turned the trick. He offered field men a brace of dressed pheasants. 
for the “best’’ reports on applications of the company’s products. 
The result: more useable reports, complete with illustrative mate- 
rial, than he could use. The total expenditure for prizes was far less 


than it would have cost to send special representatives to the field 
to get necessary material. 


PRINTED MATERIAL 
Using Trim Space 
A simple change in paper stocks can be the ticket to extra adver- 
tising materials at extremely low cost. Sometimes not even a change 
in paper is required. Before finalizing any printing order it is well 
to check to see if there isn’t to be a trim area—unprinted space 
which will have to be trimmed from the paper after printing the 
job. The two major factors involved are the maximum page size 
which can be accommodated on the press which will be used for 
the job, and the standard sizes of the paper stock to be used. By 
utilizing this “dead” area, you can frequently get such things as 
envelope stuffers, memo pads, etc. at a very minimum cost. 


PREMIUMS 


Policies as Premiums 


Serta Associates Inc. (Chicago) has come up with an unusual prize 
for its salesmen—a comprehensive insurance program covering the 
salesmen and their families for ‘‘nature’s ten most dread diseases.” 
The unusual prize will be given to any salesman who meets his 
basic sales quota. Additional prizes will be offered those who 
exceed their quotas. The promotion program was developed by 
Serta’s agency, Bozell & Jacobs Inc. (Chicago). Present plans call 
for annual sponsorship of the insurance incentive program. Dis- 
eases covered include polio, cancer, leukemia, scarlet fever, dip- 


theria, smallpox, spinal or cerebral meningitis, encephalitis, tetanus 
and rabies. 





DISPLAYS 


Trademark as Basic Display Piece 


Many admen can pick up an idea currently being used by the U. S. 
Marine Corps. The Marines had Zipprodt Inc. (Chicago) prepare a 
three-dimensional plastic emblem as a versatile display piece. The: 
colorful 19x27’’ emblem is designed to be used as a wall plaque, 
part of window displays, exhibits, etc. Because the emblem is so: 
versatile, its cost can be amortized over a long period of time, yet 
can provide an element of quality to most any display at a low 
per-unit cost. The same technique can easily be applied to trade- 
marks, trade characters, product replicas, etc. 


GIVEAWAYS 
Pocket Appointment Calendar 


ae cera Monotype Co. of Canada Ltd. (Toronto) produced 
[Plocaes | a very effective pocket appointment calendar and 
c ALENDAR \ expense recorder as a low-cost giveaway item. It 
i printed a 75x11%" card, which was folded to a 
pocket-size 35x75". The inside spread (back of 

the card) contained a two-month calendar with 
1%" squares for each working day. On other 
“pages” of the pocket calendar were spaces for 
telephone numbers, addresses, memos, the name 


and address of the owner and a complete 1955 
calendar. 
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Vacuum-formed...Pressure-formed 


packaging 


with Celanese* Acetate Sheeting 












A Craftsman Glass Cutter Display Card 
for Sears Roebuck, by Merit Display, Paterson, N. J. 


MODERN DESIGN FOR 
BETTER BALANCE - CLEANER CUTS 
EASIER HANDLING ~- LONGER LIFE 


NO. 3796 


make shopper deel impulsive | 


High visibility packaging to glamorize merchandise 
and stimulate impulse purchases... combination pack- 
aging that protects multiple parts from becoming lost 
... Store displays to catch the eye of the shopper... 
these are the sales-sparking ideas possible with vacu- 
um forming and Celanese Acetate Sheeting! 


Best of all, vacuum forming is adaptable to either short 
or long runs. It’s fast... . it's economical . . . it’s sure fire! 


The Celanese Product Development Department can 
tell you what you want to know about probable costs, 
and put you in touch with fabricators who specialize 
in this rapidly expanding production method. 


Celanese Corporation of America, Plastics Division, 
Dept.158-D, 290 Ferry Street, Newark 5, N. J. Canadian 
affiliate, Canadian Chemical Company, Ltd., Montreal 
and Toronto. 


Calvert Display Container, by King Plastic Products, College Point, L. |. 





The reproduction above illustrates a new concept in protective containers. 
Acetate is ideally suited to packaging bearings and other precision parts 
which require oil bath protection. It exhibits outstanding oil resistance charac- 


teristics—even for synthetic oils and greases. The transparency of the acetate 
provides a means for visual inspection at all times. 


This tested packaging method permits contents to be individually sealed 
and opened separately . . . reduces pilferage. Special heat sealing machinery 
for this application has been developed by Plastic Industries, Montclair, N. J. 


Celanese Market Development Department has this packaging method under 
laboratory and field tests. If you are now packaging precision parts requiring 
protection against corrosion, Celanese will be glad to work with you in devel- 
oping a formed container applicable to your needs. 


Have you tried Celanese polyethylene 
sheeting? More and more manufacturers 
are finding it easy to vacuum and pres- 
sure form. Development quantities are 
now available. Direct your inquiry to 
Market Development Department. 


* 
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You Can. 


Pre-select Your Catalog Cover 
in this New Amazing Way! 









You can tell a book by its cover - 
and reflects your organization! 

If you are putting important money into a catalog, sales man- 
ual, portfolio or other promotional book, National Blank Book’s 
new Catalog Cover Selector helps you get the ‘‘okays’’ you need 
at an early stage. It visualizes the job — shows a complete assort- 
ment of binding materials, color stampings and index tabs. Your 
National stationery dealer will be happy to show you the new 
Catalog Cover Selector. WRITE US TODAY FOR NAME OF 
YOUR NEAREST NATIONAL DEALER. 


if the cover has a quality look, 


National Blank Book Company 
a s 14 WATER ST., HOLYOKE, MASSACHUSETTS 
Please send further information about the National Catalog Cover Selector 

and name of dealer nearest me. 
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NATIONAL’S CATALOG COVER 


SELECTOR LETS YOU CHOOSE FROM: 
* 25 rich binding materials 


* All stock mechanisms and binder styles 


7 colored stampings on acetate sheets 
to place over various bindings to check 
different effects 
12 cover panels that show different types 
of stampings — 
Straight stamping, 1 or 2 colors 
Embossed and stamped 
Screened on smooth materials 
Embossed and screened on smooth 
or grained materials 
Indexes... printed insertable or printed- 
celluloid-leather and copper holed rein- 
forced. 


















































e Color Guide for Marketing Media, 
Louis Cheskin, 156 pages and 16 color 

















charts, MacMillan Co., $5 .. . Written 
in simple, non-technical language, 
this new book by Mr. Cheskin aims 
to provide business and advertising 
executives with basic pointers on the 
influence of color in marketing. The 
author, a well known color expert, 
analyzes the psychological aspects of 
color and suggests how to determine 
the marketing effectiveness of pack- 
ages, displays and ads. In addition, 
there is a valuable section discussing 
the advantages and disadvantages of 
the various reproduction processes. 
To back his premise, Mr. Cheskin 
cites numerous case histories 
throughout the book. Sixteen keyed 
color charts included in an appendix 
are designed to help the adman 
maintain color control in reproduc- 
tion. 






























e 101 Usable Publication Layouts, 
Kenneth B. Butler, George C. Like- 
ness, and Stanley A. Kordek, 111 
pages, Butler Typo-Design Research 
Center, $3.75 . .. This third in a 
series of practical handbooks pub- 
lished by Butler offers an at-the- 
fingertips source for layout designs. 
Virtually every single page layout 
situation and problem is covered, 
with many of the examples and sug- 
gestions being particularly unusual 
and effective. Examples of pages with 
none, one, two, three, four and five 
illustrations—with more than a dozen 
examples shown in each category— 
are included in the book. With each 
example, the authors outline descrip- 
tive information, such as applicable 
situations for each layout design, 
the typefaces used, focal point, tech- 
niques employed, possible type sub- 
stitutions or minor rearrangements, 
relative cost of each layout, and the 
general style—whether bold or con- 
servative—is indicated. 





















© How To Build Profit Value in Your 
Sales Dollars, John D. Corrigan, 242 
pages, Ronald Press Co., $3.95... 
The author designates this as a book 
“for management-—for farsighted, but 
maybe harassed management.” In it, 
he sets up a “how-to” program for 
sales improvement. Such topics as 
selection of salesmen, training and 
directing the sales force, quotas and 
how to evaluate salesmen, market 
research, sales management and 
product pricing policies are covered. 
Mr. Corrigan’s ideas are set forth in 





































a brisk and straightforward fashion. 


e Advertising Agency Operations 
and Management, Roger Barton, 434 
pages, McGraw-Hill Book Co., $6... 
Methods of how to set up, operate 
or re-organize an advertising agency 
are set forth in this book by Mr. Bar- 
ton, a former agency owner. Mr. 
Barton also blueprints the functions 
of various departments, with details 
on how they can be organized and 
operated in both small and large 
agencies. In addition, this helpful 
book discusses the agency functions 
of planning, research, copy, art, pro- 


Production 
Manager's 
Lament 





duction, media _ selection, 
and administration problems. 


business 


e 101 Roughs, Don May, 111 pages, 
Frederick J. Drake & Co., $4... De- 
signed originally as a primer for stu- 
dents, beginning layout artists and 
layman who occasionally make lay- 
outs, this third edition of 101 Roughs 
contains additional material of value 
to even the experienced layout artist. 
In addition to Mr. May’s original “31 
basic layout patterns,” the book now 
provides a section showing finished 
layouts and a section devoted to ma- 
terials and methods, with full-page 


Would that in this broad land 
of ours there were a photo 


engraver who could give us 


true and faithful reproductions 





—in color or black-and-white 


—and do it consistently, 


time after time after time. 


Sie aie, Yo reply—try us! 


Thome 


oto EN 
PH \eo E- Pw mone 
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How to Get Things Done 


% BOARDMASTER Visual Control Saves You 
Time, Money. 


Gives Graphic Picture of Your Operations 

at a Glance. 

Simple to Operate, Type or write on Cards, 
Snap in Grooves. 

Ideal for Production, Traffic, Sales, Inventory, 
Scheduling, Etc. 


Made of Metal. Compact and Attractive. 
Over 50,000 in Use. 


$49.50 with cards 


BOOKLET No. R-100 
24-page illustrated 
Without Obligation 


Full price 


Write Today for Your Copy 


GRAPHIC SYSTEMS 
55 West 42nd St. * New York 36,N. Y. 
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she handles all the details 


Let Marie handle your complete mailings 
—including multigraphing, mimeograph- 
ing, addressing, fill-in on multigraphed 
letters and planographing. 


Marie keeps your Mailing List up-to- 
date too and frees you from all the detail 
work. 


Direct mail has been our business for 25 
years. We pick up your rush copy, give 
quick service, do accurate work and 
guarantee prompt delivery. 


a Lilet Mop 


431 S. Dearborn St. © Chicago 5, Illinois 
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you pick up @ roll 


FE sectves 





charts! 


You can be a professional “draftsman” in min- 
utes (so can anyone in your office.) 

Everything you need to make an accurate, 
professionally drawn graph is pre-printed on 
self-sticking acetate tape! Lines, dotted lines, 
bars, people, coins, autos, — everything! Merely 
plot your dots—roll on whatever you want. 
Presto! A professional graph, without profes- 
sional help, time or costs. 

Write today for all the details on this revo- 
lutionary graph-making method! Chart-Pak 
materials also available for organization and 

flow charts, and office layout. 





Faith ihieiiesinibitlinsciudaiaiitien 


wat A" = CHART-PAK, INC. 

100 Lincoln Ave. « Stamford, Conn. + Dept. 94D 

Please send me Chart-Pak Method data on: 
Graphic Charts () Office Layout 
Organization 

Name 

Company 

Address. 

City__ 
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picture stories of “over-the-shoul- 
der” demonstrations of making lay- 
outs. The tools and techniques most 
frequentiy used in each method also 
are presented. Discussions of typog- 
raphy and type harmony and many 
basic principles of advertising lay- 
out design are included in this hand- 
book. 


e Stereo Realist Manual, Willard D. 
Morgan and Henry M. Lester, 400 
pages, Morgan & Lester, $6... Com- 
plete with a plastic stereo viewer 
(inserted in an envelope pasted in- 
side the back cover) for viewing the 
many color and black and white 
stereo illustrations, this manual is 
virtually an “encylopedia” on 35mm 
stereo photography. Everything from 
how to operate the Stereo Realist 
camera to such specialized stereo 
pictures as underwater shots and 
fashion illustrations is covered. Pro- 
fusely illustrated with stereo views, 
the manual is a valuable guide to 
anyone interested in Stereo Realist 
photography. 


e Folk Art Motifs of Pennsylvania, 
Frances Lichten, 96 pages, Hastings 
House, $5.75 .. . Here is an authentic 
source book of the fanciful designs 
of Pennsylvania Dutch folk art, ac- 
companied by an informative text 
explaining the origins and applica- 
tions of the designs. And for the artist 
or designer, the publisher grants full 
permission to reproduce any of the 
illustrations. Virtually all types of 
the quaint motifs decorating barns 
and furniture in Pennsylvania Dutch 
country are reproduced, including 
the bird, the tulip, the heart, the 
pomegranate, the angel, the mer- 
maid, unusual stars and geometric 
designs. The book is a stimulating 
source of art ideas, with suggestions 
of many applications for the designs. 
It is wire-bound for easy removal of 
pages. 


e Layout, Charles J. Felten, 172 
pages, Appleton-Century-Crofts, $8 
... Basically an elementary textbook 
on the techniques of planning and 
designing layouts for a variety of 
types of printed material, Mr. Fel- 
ten’s book also provides valuable 
production tips. The book covers 
such subjects as the purpose and 
functions of layout, layout styles and 
shapes, working materials and tech- 
niques, analyzing the copy, retouch- 
ing and cropping photos, photoen- 
graving and other reproductive 
processes, effective application of col- 
or, selecting paper stock and mark- 
ing the layout and copy. Mr. Felten 
outlines the progress of a layout from 
design to choosing the type, its set- 
up at the printer and choosing the 
paper, providing a good introduction 
to production problems. 


MARCH 
23-25 


27-30 


29 


APRIL 


4-8 


5-7 


12 


13 


16-17 


16-21 


18-21 


18-21 


21-23 


26-28 


MAY 
2-3 


8-11 


9-11 


16-17 


22-24 


23-25 








American Assn. of Industrial 
Editors—annual convention 
—Hotel Statler, Buffalo, N. Y. 

Folding Paper Box Assn. of 
America—Drake Hotel— 
Chicago 

Packaging Assn. of Canada, 
third Canadian point of pur- 
chase advertising confer- 
ence—King Edward Hotel— 
Toronto 


Nat'l Advertising Agency Net- 
work, 24th annual confer- 
ence— Del Monte Lodge — 
Pebble Beach, Cal 

Film Council of America, 
American Film Assembly— 
Waldorf-Astoria Hotel—New 
York 

Point-of-Purchase Advertising 
Institute — Palmer House — 
Chicago 

Nat'l Visual Presentation 
Assn., third annual awards 
competition — Hotel Roose- 
velt—New York 

Brand Names Day Dinner — 
Brand Names Day Founda- 
tion—Waldorf-Astoria—New 
York 

Packaging Machinery Manu- 
facturers Institute, semi- 
annual meeting— Palmer 
House—Chicago 

Nat'l Business Publications, 
spring meeting—Boca Raton 
Hotel—Boca Raton, Fla. 

Premium Advertising Assn. of 
America—Navy Pier—Chi- 
cago 

American Management Assn 
—National Packaging Expo- 
sition—International Amphi- 
theatre—Chicago 

American Assn. of Advertis- 
ing Agencies—Boca Raton 
Hotel—Boca Raton, Fla. 

American Newspaper Pub- 
lishers Assn., annual con- 
vention— Waldorf-Astoria— 
New York 


Outdoor Advertising Assn. of 
America, 3rd annual painted 
display conference — Hotel 
Sherman—Chicago 

Int'l Advertising Assn. annual 
convention — Plaza Hotel — 

Yew York 

American Women in Radio & 
TV, annual convention — 
Drake Hotel—Chicago 

Nat'l Newspaper Promotion 
Assn., annual convention— 
Drake Hotel—Chicago 

Nat'l Industrial Advertisers 
Assn.—Sheraton Park Hotel 
—Washington, D. C 

Nat'l Fibre Can & Tube Ass'n. 
—New York City 

Magazine Publishers Assn 
Inc.—The Greenbrier— 
White Sulphur Springs, W 
Va. 

Advertising Trades Institute— 
Sales Aids Show—Biltmore 
Hotel—New York City 





New rope trick sends sales soaring 


Gair’s hexagon cord dispenser works sales magic for 
Samson Cordage Works. Here’s how one Boston cord 
manufacturer really helped sales — and profits — 
with a new Gair display package. 

When a customer asks for a special length of cord, 
the salesman simply supplies it from the attractive, 
functional Gair container. 

Thanks to the new dispenser which Samson uses 
for + products, their products have moved up to the 
first row on many retailers’ shelves. Customers are 


stimulated into a buying mood when they see the 
hex-shaped blue and red box with its twelve sug 
gested uses for rope. And thev’re buying more cord. 

Ihe hexagon construction, incidentally, makes 
initial setup, packing, and closure a lot easier for 
Samson’s shipping people. 

Your display packaging problems may (or may 
not) be similar — but Gair can help vour product 
put its best foot forward. Write vour nearest Gait 
shipping container plant. SC.5.3 


YOU’RE LIVING NEXT DOOR TO THE EXPERTS 
GAIR CONTAINER PLANTS: Atlanta, Ga. » Cambridge, Mass. « Cleveland, Ohio « Holyoke, Mass. « Los Angeles, Cal. « Martinsville 
Va. e No. Tonawanda, N. Y. « Philadelphia, Pa. ¢ Plymouth, Mich. ¢ Portland, Conn. « Richmond, Va. « Syracuse, N.Y. ¢ Teterboro, N. J 


g\wcF 1864 * 


ts 


ROBERT GAIR COMPANY, INC. e 
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SHIPPING CONTAINERS 


FOLDING CARTONS ¢ PAPERBOARD 


NEW YORK 17, N. Y. 
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The Inside Story—The preference of National 
Advertisers, their Sales Promotion Managers and Advertising 
Agencies for Magill-Weinsheimer services 


is no whim of chance. 


They know we bring a wealth of experience to every 
Merchandising and Point-of-Purchase problem 
we undertake—they know too— our past accomplishments 


speak more eloquently than words. 


In this March of Progress, the Magill-Weinsheimer 
organization will occupy a completely new home before 
the mid-year of 1955; located at 4545 Touhy Avenue, in 
Lincolnwood, Illinois, just 25 minutes 


from Chicago's loop. 


Visit our EXHIBIT BOOTH 51 
P.O. P. Symposium and Exhibit 
April 5-6-7, PALMER HOUSE, CHICAGO 


MAGILL-WEINSHEIMER COMPANY 
CHICAGO 


CLEVELAND LOS ANGELES 
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The president of the Point-of-Purchase Advertising Institute presents a guide 


to help AR readers hit pay dirt at the all-important point of sale. 


By Donald S. Hutchinson 


President 
Point-of-Purchase Advertising 
Institute Inc. 


Statistics have shown that point 
of purchase displays 
facturers’ sales by es much as 300%. 
Twenty-five years go the average 
cost of a point of puschase display 
was 30 to 50¢. Today, with an annual 
national point of purchase expendi- 
ture hovering around the $1 billion 
mark, it is not unusual for a manu- 
facturer to spend from one to five 
dollars on individual pieces, which 
will move merchandise “the last 
three feet.” 

Good point of purchase is well 
worth its cost: 


ncrease Manu- 


e Point of purchase merchandising 
displays in the past few years have 
increased sales of frozen orange juice 


100 to 300%. 


e Floor displays installed in super- 
markets and drug outlets have ac- 
tually increased sales of Life maga- 
zine in those stores up to 600%. 


e The Master Rule Mfg. Co. in- 
creased sales 65% in one month with 


a point of purchase display which 
transformed a slow-moving hard- 
ware shelf item into a “self-seller.” 


> Waste in point of purchase adver- 
tising is much easier to control than 
any other form of the advertising 
dollar. There is no waste if the right 
kind of point of purchase material 
is being used to do the job it should. 

We'll check into the three success- 
ful (but average) point of purchase 
merchandising stories mentioned 
above, but let’s consider first some 
basic facts about point of purchase 
which have been gained from a num- 
ber of all-important national dealer 
surveys. These surveys keep pro- 
ducers of point of purchase in tune 
with the market, and keep retailers 
in step with modern merchandising. 
They are of cardinal importance in 
beginning a consideration of point 
of purchase as a scientific advertis- 
ing medium. 


1. Two of the biggest jobs of point 
of purchase are to establish the 
trademark and to sell on impulse. In 
supermarkets, research shows, 30 to 
50% of all purchases are made on 
impulse. 





Donald S. Hutchinson 


The author of this special article is 
Donald S. Hutchinson, president of the 
Point-of-Purchase Advertising Institute 
Inc., which will hold its annual exposi- 
tion and symposium at Chicago's Palmer 
House on April 5-7. 

Mr. Hutchinson is vice-president in 
charge of sales for Lutz & Sheinkman 
(New York), color lithographers and 
manufacturers of point of purchase mer- 
chandising displays. 
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Stickin Around 
with KLEEN-STIK 


Look, Ma—No Hands! 


. and no water, glue, tacks or 
tape, either —when you use KLEEN- 
STIK for your Point-of-Purchase 
displays and labels! This versatile 
pressure-sensitive stock goes on 
without muss or fuss—just p-e-e-l 
and press onto any hard, smooth 
surface. Take a squint at how other 
advertisers use it: 








Big and Bold for BELL 


NEW JERSEY BELL TELE- 
PHONE shouts its message loud 
and strong with these ‘“‘traveling 
billboards” on the sides of its trucks. 
The big (16 by 18) signs are Day- 
Glo silk-screened in Fire Orange 
and Saturn Yellow against black, 
on outdoor FLEX-STIK ‘“‘B’’. 
They stick tightly on truck sides, yet 
can be easily changed every 6 weeks. 
G. R. OTTINGER, Bell’s P. R. 
mgr., created these bright examples, 
with a neat production assist from 
FRED BRAUN and ED KOS- 
LOSKI of COLOR REPRODUC- 
TIONS, Newark, N. J. 





Sells 


Candy Just Dandy! 

Convenient, self-stickin’ KLEEN- 
STIK helps CURTISS CANDY 
CO., Chicago, tell a “‘sweet”’ sales 
story. These miniature adaptations 
of their familiar billboards are used 
on vending machines, store win- 
dows, counters, other P.O.P. loca- 
tions. Printed on Kleen-Stik Krome- 
kote, they’re easy for salesmen and 
dealers to stick on glass, metal, 
wood or other surfaces. Colorful de- 
“an executed by KOOPMAN- 
NEUMER ..... slick printing by 
EXCELLO PRESS, INC., both 
Chicago. 


Have you a favorite KLEEN-STIK 
display or label you’d like to see 
featured in this column? Send us a 
sample and full details, including 
the names of the people responsible 
for designing and producing it. We 
can’t guarantee to print it, but we 
will if we can! 


KLEEN-STIK PRODUCTS, INC. 


225 North Michigan Avenue « Chicago 1, Ill. 
Pioneers in pressure sensitives for Advertising and Labeling 
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2. The concept of a new product has 
dynamic impact. Consumers are al- 
ways looking for something new. 
When introduced to the market with 
benefit of strong point of purchase 
display, these products stand a much 
better chance than without it. 


3. Through point of purchase, manu- 
facturers can create demand at the 
time of distribution of a product. 
Special material to accompany an 
advertising campaign should be 
produced sufficiently in advance of 
ads in the other media to avoid risk 
of late delivery to the merchants, 
too little or too great an inventory 
of display material, etc. 


4. A byword to 50 million shoppers 
is a brand new product to two mil- 
lion customers a year. The selling 
job on even well established prod- 
ucts is never done. 


5. Inexperienced salespersons can 
ruin the most meticulously manu- 
factured and carefully advertised 
product. Good point of purchase ma- 
terial overcomes this handicap. 


6. Product selling weaknesses be- 
come first evident at the point of pur- 
chase. Management of the highest 
order is required to plan a num- 
ber of months in advance to insure 
proper timing and production of 
point of purchase material which 
dealers will want to use, and to 
distribute it with a minimum of 
waste and confusion. 


7. Dealer good will may be built and 
maintained through point of pur- 
chase displays that are practical as 
well as effective. These include 
clocks, dispensers, freezing units, 
equipment for heating soup, etc. The 
dealer will frequently pay for half 
of the price of such useful items. 
The saving involved benefits both 
him and the manufacturer. 


>For purposes of analysis, point of 
purchase material may be divided 
into two categories: (a) permanent 
and (b) promotional or special cam- 
paign. 

The term “permanent” refers pri- 
marily to the physical life of the ma- 
terial, rather than to the design or 
how long it is used at the point of 
sale. The design should be basic 
enough to continue to be service- 
able for several years. It should show 
the product’s characteristic trade- 
mark and any unchanging slogan. It 
should avoid appeals or themes that 
change from year to year or season to 
season in other advertising media. 
The material includes all permanent 
or semi-permanent displays for ex- 
terior and interior use that are listed 
in the advertiser’s catalog. These 
should be maintained in stock and 








Ninth Annual Exhibit & Symposium 
Palmer House—Chicago 
April 5-7 


CORR eOOCROOROOCOCODORECEOOCSGRCROOROEREOREEGEERRERRRERERAGeeeeeeeeeeeeReeneee! 


made available throughout the year 
as long as the inventory lasts, and 
should include large and small signs 
of all kinds, decals, utility items and 
fixtures, and novelty items such as 
coasters and napkins. 

Special campaign material is cus- 
tomarily produced on cardboard or 
paper with limited life expectancy, 
and is intended to create excitement 
and action at the point of purchase. 
Such material may consist of a single 
item or an assortment of displays, 
all keyed to a single, basic merchan- 
dising theme. Such material may 
accompany a live demonstration, a 
combination offer, a holiday event or 
a premium deal. The special cam- 
paign may run from one day up to 
two weeks. Beyond that, it is difficult 
to sustain interest and active stores 
will not turn over valuable space 
for longer periods. 

Experience shows that it is better 
in preparation for a special campaign 
to underorder rather than overorder 
display material. The small price 
paid to go back to press is compen- 
sated for by having manageable in- 
ventories which can be completely 
cleaned up before the next campaign. 
Such material includes card signs, 
window displays, recipes and dis- 
pensers, corrugated or cardboard 
stands, streamers, mobile units, etc. 


> Highly effective point-of-purchase 
displays have been produced by ad- 
herence to the following tested deal- 
er preferences and dislikes: 


1. Above all, dealers like manufac- 
turer-distributed display material 
which helps them develop more self- 
service and self-selection activity at 
the point of purchase. From their 
point of view, the best displays ex- 
pose the product neatly in small 
space with the essential facts of use, 
quality, choice, and brand immedi- 
ately apparent. Dealers respect na- 
tional brand pricing, and prefer a 
price spot. Copy should be simple 
and arresting. (Let other media 
carry the bulk of the selling mes- 
sage.) 





It wasn’t on the shopping list, it wasn’t in the family budget. It was 
strictly an impulse purchase, made the instant a Lutz & Sheinkman 
display sparked her into a buying mood! L & S displays like this are 
making literally millions of similar sales each day... for national 
brands in almost every field you can think of. If your brand is not 
among them, we’d welcome a chance to show you how our particular 
blend of creative thinking and technical knowledge can make more 
impulse sales for you! Call or write. 


See Us At POPAI Exhibit, Palmer House, Chicago, April 5, 6 and 7 


LUTZ & = HEINKMAN 


ITHOGRAPHIC PECIALISTS 
Color Lithographers since 1896 
421 Hudson Street, New York 14, N. Y. * WAtkins 4-2000 
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This L & S display for the Tea 
Council has tremendous stopper 
value because of its striking illusion 
of depth. The customer almost gets 
the feeling that she is being handed 
a gigantic cup of tea! To make the 
display build impulse sales for a 
specific brand, the words “what a 
pick-up” are deleted out of the 
copy panel and a specific manu- 
facturer’s brand name inserted. 
This is a 6-color display, standing 
33%” high and 17%” wide. 
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J THE TALL BOYS 


always 
/ ATTENTION 


Hit A New High in 
feduct Display With 


CA-POLES 
















































raise your 
\ product to the best visual 


Dramatically 











between floor and 
. and watch it 


point 
ceiling . . 
sell! 








Exciting new fibre, com- 
pletely metal-lined DECA 
POLES make it possible to 
use waste space dramati- 
cally, effectively . . . make 
it possible to unburden the 
already overloaded shelves, 
counters and tables. 





































































DECA POLES occupy ant 11” 
3 inte posi- 

in minutes . best of 
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DECA-POLE 


d by 
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ADVERTISERS DISPLAY 
EXHIBITS 


ton Avenue 
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Distributed by 
RD 
° CARDBOA 
CHICAGS MEANY 


Hom 
ee 51, “iilinois 







































WRITE TODAY! for details and sketch kit on the 
Deca Pole 








CHICAGO CARDBOARD CO. 
1240 N. Homan Ave., Chicago 51, Ill. 


Please send complete details and sketch kit 
on the Deco-Pole. 


To 
Firm __ 


Address _ ; - 
City Zone State 
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Rheingold 
EXTRA DRY 


5 $a ta sa . 

Vike Ft AOS TANS cern ~ 
Miss Rheingold 1955 This self- 
framed lithographed cardboard display of 
Miss Rheingold 1955 has made its ap- 
pearance in more than 48,000 Rheingold 
outlets following selection of Nancy 
Woodruff in the annual Rheingold con- 
test which this year drew some 20,000, - 
000 votes. The display was produced by 
Einson-Freeman (Long Island City, 
N. Y.). Details of the contest promotion 
were featured in a special! article in the 
January AR (page 23). 


2. Displays must be genuinely use- 
ful and designed with the retail out- 
let in mind. They should not be 
simply remakes of national maga- 
zine advertising, which is considered 
too arty for customers to take time to 
read. 


3. If possible, displays should be 
flexible enough to fit different store 
requirements, but above all should 
arrive before or at the same time as 
merchandise, not too late to be use- 


ful. 


identification 
important. The 
name _ should not 


4. A place for dealer 
on the display is 
manufacturer’s 
dominate. 


5. Large stores can use large dis- 
plays but small stores in competition 
with chains have to carry a lot of 
items. They require neat, small dis- 
plays which everybody can see—any- 
thing handy. Wall signs are found 
to be particularly helpful for such 
stores. Self-merchandisers are 
equally helpful. 





6. Larger stores like good “jumbled 
mass” displays in strategic spots. 
These are not built with the idea 
of symmetry, but are jumbled so that 
customers will not be afraid of ruin- 
ing an attractive pyramid. Women 
dislike breaking up a neat arrange- 
ment, and a jumble gives them in- 
centive to pick up the merchandise. 





7. In spite of competition for the 
square inches of counter top, aisle 
ends, pyramid shelves, and all the 
other choice locations, retailers are 
willing to pay good prices for dis- 
plays that sell. 


8. Displays that obstruct the view 
are not popular. Mobiles should be 
high enough not to knock hats off. 
At the same time, they should be 
noticeable without requiring the cus- 
tomer to look up. Wall hangers have 
some advantage here. 


9. Metal racks and bins for floors 
are desirable. Where the budget al- 
lows and a degree of permanence 
is required, metal is preferable, but 
those made of cardboard are effec- 
tive for special, limited campaigns. 


10. Related item displays are popu- 
lar, especially seasonally, because 
they increase the retailer’s sale of 
two or more items such as beer and 
crackers and pretzels, etc. 


11. Store demonstrations should be 
supported with ample and informa- 
tive point of purchase material. This 
should be able to tell the advantages 
of the product even when the demon- 
stration is finished. 


12. Window displays are most ef- 
fective when the whole window is 
given over to a single advertiser. 
Displays that are both attractive and 
hard working stand most chance of 
getting this full treatment, especially 
if they expose a large and well-ad- 
vertised line. 


> Here, from the files of the Point- 
of-Purchase Advertising Institute 
Inc., are case histories of three na- 
tionally advertised products and re- 
sults upon their sales of point of pur- 
chase advertising which followed the 
foregoing rules and selling methods. 


1. The main problem confronting 
Minute Maid juice concentrates in 
the years following the second World 
was to overcome dealer re- 


War 
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sistance caused by shortage in stores 
of refrigerator display space. An- 
other important question was how to 
secure dominant display position for 
these new, unproven _ products. 
Shortage of refrigeration facilities 
during the growth of frozen food 
marketing prevented many fine 
products other than Minute Maid 
from attaining their full sales po- 
tentials. 

Two different kinds of display fix- 
tures were developed to meet this 
situation. The Minute Maid Spot- 
light Merchandising Cabinet was 
created to provide a permanently il- 
luminated and identified merchan- 
dising superstructure for Minute 
Maid’s complete line of juices. When 
this was installed in independent 
and small chain self-service stores, 
the manufacturer reports that the 
sales volumes increased between 100 
and 300°. Since merchants were 
glad to pay $179.50 to increase sales 
to these extents, Minute Maid was 
able to sell all of the cabinets avail- 
able during the prevailing shortage 
conditions. The net cost to Minute 
Maid for this effective merchandis- 
ing device has been nil. 

The Minute Maid Dry Ice Re- 
frigerated Merchandising Table 
made possible a large volume “jum- 
ble” dump display space for a frozen 
product which could be placed any- 






















Mermaid rocks with fish 
held by Curad bandage. 
Display for Baver & Black 


where in larger self-service stores 
at the heaviest traffic points, thereby 
reaching the many housewives who 
were not regular buyers of frozen 
foods. This point of purchase mer- 
chandising display feature helped the 
retailing industry break the bottle- 
neck in the selling chain by creating 
higher sales, higher gross profits per 
square foot for frozen orange juice 
concentrates than for any other item 
in stores containing them. 

This same fixture has been used 
to sell other frozen foods with results 
far superior to those achieved by 
any other advertising medium or 
sales promotional tool. 


2. A display was planned for Life 
magazine for use in auxiliary loca- 
tions in large and small food stores 
to sell extra copies of Life, in addi- 
tion to the normal sales from the 
dealers’ regular magazine racks. A 
handsome, sturdy, lithographed dis- 
play which occupied only about one 
square foot of floor place was de- 
signed to hold about 25 actual copies 
of Life. To achieve the impression 
of added mass display, the lower part 
of the display showed a lithographed 
reproduction of many additional 
copies of the magazine. This design, 
enabling a stack of 25 actual maga- 
zines to look like 100, was based on 
the generally accepted theory that 




























NAME 











THE HANKSCRAFT COMPANY - REEDSBURG, WISCONSIN 


Sales Offices in these principal cities: 


CHICAGO © PHILADELPHIA © MINNEAPOLIS © NEW YORK © DALLAS 
TORONTO (Ontario) © SAN FRANCISCO (Erlach Lee Company) 
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customers are more widely at- 
tracted and are more inclined to buy 
when a display includes a large 
quantity of the product. Even when 
most of the salable copies were ac- 
tually sold, the remainder were at a 
convenient self-service height. These 
displays were offered to dealers at 
no cost. 


Dealer results 


acceptance and 









attention—and on a single flashlight battery. 
FREE BOOK! 16 pages of detailed information and 


drawings on 11 basic Hankscraft models, special 
motor applications, and free engineering service 


| 
| Please send me FREE manual on Hankscraft Display Motors. 
| COMPANY 





HANKSCRAFT 

DISPLAY MOTORS 
SELL MORE 

PLASTIC BANDAGE 


This captivating mermaid caught plenty of 
attention as she pulled in sales for Curad! You'll 


s 








find many other famous names in action 


with low-cost, trouble-free Hankscraft display 


motors. Operates for weeks without 


that uill help you plan the most effective 
animation for your dis play. 


THE HANKSCRAFT COMPANY, Dept. AR-4 
REEDSBURG, WISCONSIN 


STREET ADDRESS 


ZONE.......... STATE 
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excitement 
into point-of-sale 


display 


pe i ee ee ee de eR ile le 


Buying excitement that moves 
merchandise is inevitably the 
result when Kling applies its ex- 
tensive know-how to your point- 
of-sale problems. For at Kling are 


America's foremost facilities for 


MOTION DISPLAYS 
ILLUMINATED DISPLAYS 
FLOOR AND COUNTER DISPLAYS 
STRUCTURAL DISPLAYS 
AND 
COMPLETE 
PROMOTIONAL KITS 


KLING 
Displays 


DIVISION 


KLING STUDIOS, INC. + CHICAGO 


601 North Fairbanks Court « DElaware 7-0400 


Hollywood, 1416 N. LaBrea 


Pa er ae ee ee ee 


See New Uses of Motion and Light in Booths 15 and 16 during the 


POINT OF PURCHASE ADVERTISING INSTITUTE SYMPOSIUM 
Palmer House, Chicago * April 5, 6 and 7, 1955 
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were so good that after three edi- 
tions of the lithographed cardboard 
display, Life decided it was worth 
reproducing in a more permanent 
metal form. Sales figures indicated 
an average increase, in both large 
and small stores, of 20% a week. 
In view of the fact that Life offers 
a new product for sale 52 weeks a 
year, this percentage of increase is 
indeed impressive—with sales in- 
creases recorded of up to 600%. 
The practice in supermarkets of 
adding impulse items to grocery 
products is fast increasing. Maga- 
zines, when displayed in supermar- 
kets, show such additional sales that 
49% of all new supermarkets opened 


See this MODERN Display in our Booth 





last year added magazine depart- 
ments. 


3. A recent survey of hardware 
dealers from coast to coast disclosed 
that their hard-pressed clerks and 
dealers need displays that would 
show products in use as well as giv- 
ing sales points and hints. Taking 
this awakening of the hardware in- 
dustry into consideration, the Master 
Rule Mfg. Co. recently decided to 
provide its retailers with displays 
that would help them sell. This was 
a completely new and different ap- 
proach to hardware merchandising. 
The product—measuring tapes and 
rules—was brought out from behind 


at the POPAI Exhibit™ 








FEATURES... 
~ Pre-tested 
v Pre-sold 
Y Compact 
~ Permanent 
Y Dimensional 


Y Shipped completely 
assembled 


ah 





BAND-AID 
Plastic Strips 
se 


eee. } | 





5 won 
ti aaa 


Designed and manufactured for 
by 


SWEENEY LITHOGRAPH CO., Inc. 


Belleville, N. J. 


PLymouth 9-1700 


*PALMER HOUSE. CHICAGO. APRIL 5-6-7 
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the counter and placed in the fore- 
front. The “Master Merchant” dis- 
play took a slow-moving product and 
gave it life, creating a natural im- 
pulse item which sold itself and did 
not need store personnel to clinch 
the sale. 

Master Rule realized that sales 
clerk education was a major prob- 
lem and, determined to produce a 
display that would meet all require- 
ments, it analyzed every market- 
ing step and display factor. Attach- 
ing these Master Rules to a display 
card was the answer to all of the 
problems. However, the product did 
not easily lend itself to carding. 
Transparent acetate was used in 
place of the usual elastic or metal 
holders, This formed a blister, in 
which the Master Rule was placed 
and held securely to a 3x6” card. 


This “Master Merchant” display 
saved a considerable amount of 
space, since the 15x23” Masonite 


board was so designed that 60 rules 
could be prominently displayed, 
either by placing the easel on a 
counter or fastening it to a wall. 

The supplier was thus able to 
create a display containing all of 
these important features: 

e Showed and easily identified mer- 
chandise. 

e Prevented pilferage (with plastic 
cover). 

e Protected product 
moisture and handling. 
e Stocked variety of products. 

e Made possible accurate inventory 
counts by merely glancing at the dis- 
play. 

e Sold merchandise without 
sales help. 

When the “Master Display” was 
offered at no cost, initial orders from 
several wholesalers were half as 
large as their entire order of the pre- 
vious year. Master Rule salesmen 
discovered at the end of the first 
month that their individual sales had 
jumped approximately 65°. Sales 
analyses showed that whereas Mas- 
ter Rule had been selling only four 
out of ten retailers contacted before 
the “Master Merchant” display, it 
was selling seven out of ten retailers 
after it was offered. 

One of the country’s most out- 
standing merchants once said, “The 


from dust, 


retail 


tor SALES 


SUuCcCeSsSs 


i 


Yew @ LIPSTICK ab the 
wiv’ 


Pout OF Palaue 


The recognized sales success of this 
Toni VIV Lipstick display-dispenser is 
typical of the TASCO ‘‘Design for Sales”’ 
approach to P.O.P. display problems. 


FOR outstanding creativeness— 
Originality and 
practical sales application... 


Couulh... 


THOMAS A. SCHUTZ CO. Inc. 


4868 NO. CLARK ST. CHICAGO 40, ILL. UPtown 8-3600 


®e Visit our Booths No. 61,62 at POPAI Display Symposiu 
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IT IS at TO THINK OF CHRISTMAS 


STYROFOAM 
FABRICATIONS 
COMPLETE UNITS — 


ANIMATED DISPLAYS 
PACKAGING INSERTS 

BOX INSERTS 

OVERLAYS FOR PRINTED MEDIA 


Complete Facilities — 


For Collating and Shipping 
Display Materials 


Write for 
Christmas Circular or visit 
BOOTH 85 at 


POPAI Show 
April 5-6-7 
Palmer House, Chicago 


Nesbit INDUSTRIES, INCORPORATED 


1823 MILWAUKEE AVENUE, CHICAGO 47, ILLINOIS 
DESIGNERS AND PRODUCERS OF DECORATIVE ARTWARES 
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wz Just Out! Meyercord’s 


f New Guide to Point of Sale 
aia | \ ‘DECAL SIGNS 


aa 


-- please request 
an exc iti a g on your letterhead 
new use of 


motion and light Packed with 


effective, 
ih hh usable profit 


K mn on making point 


Sr of sale ideas! Full Color! 

ed We're proud of this magnificent new Meyercord 
Booths 15 and 16 n presentation of point of sale decal signs . . . and 
' we want you to have your own personal copy. Just 

POINT-OF- a note to Meyercord on your company letterhead 
PURCHASE will do the trick. Here, in a single booklet printed 
ADVERTISING . in many colors, you will find the best examples of 
INSTITUTE , sales producing permanent point of purchase de- 
SYMPOSIUM ; cal sign advertising . . . representing the gamut 
‘ of products from food and soft drinks to paint 
Palmer House, Chicago | and hardware. You will see how advertisers, from 
dee Pe ee eS small regional operations to the national giants, 
; use decal signs to influence customers at the point 
; where sales are consummated—where the customer 
TELE-RAMA turns money into goods. Here are ideas galore for 
INCORPORATED : stimulating your own sales at the all-important 

165 W. 46th St. ; point of purchase. Be sure to write for it today. 


New York 36,N.Y. ‘* 


or write 





bala MEYERCORD co. 


ge 773 he cal i aT ioe te Cee PLUTEE) 
DEPT. E-207, 5323 W. LAKE ST., CHICAGO 44, ILLINOIS 
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Swing-Out Action . . . The Swing-Out 
door feature of a Gibson refrigerator is 
dramatized in this display in which the 
bellboy’s arm swings out—activated by a 
synchronous motor. Kling Displays (Chi- 
cago) produced the display. 


battle for business will be fought in 
the store windows of America.” The 
display right at the counter is the 
manufacturer’s final point of pur- 
chase opportunity to remind and in- 
form the consumer of his product. 
When used with proper know how, 
it cannot fail. 44 


Company Produces Display 
Transparencies from Ads 


Advertisers can have full-color 
display transparencies made from 
their ads, tearsheets or any other 
printed material. Transichrome Co. 
(New York) produces the transpar- 
encies and offers them for as low as 
90¢ each in quantity orders. 

A shadowbox housing, especially 
designed to display the Transichrome 
transparencies, is also available from 
the company in a variety of styles 
and sizes to accommodate ads from 
8x10” to 14x22”. Special sizes can be 
made to order. The entire unit— 
shadowbox, transparency, socket, 
cord and plug—folds flat for mailing. 
These units are offered at prices as 
low as $1.75 each. 

Additional information is available. 


For your copy circle No. 324 on the 
Reader’s Service Card inside back cover. 


From Ad to Display .. . By a special 
process Transichrome transforms a printed 
ad into a transparency suitable for display. 
The company also supplies these lighted 
shadow boxes. 





“i ‘Pars Ko Le 
unusual! ° 









l, PAYS TO HAVE the special equipment to get to the bottom of 
every problem . . . especially at the point of sale! It pays to be 


unusual with labels, packaging and displays that make 





a product irresistible even to the casual passerby! Almost 44 years of servicing 


a variety of clients have helped us perfect our 


different quality. Our 220,000 square feet of new 


plant houses the most modern lithographic equipment CONSOLIDA Aq!) 


in America—and a staff with ideas! Could your point 


Lithographing Corporation 


MEMBER OF THE POINT OF PURCHASE ADVERTIS/NG INSTIT 
we'd like to talk about it Main Office and Plant at Carle Place, L. |., N. Y 


of sale strategy use a fresh approach? Call us— 


a: 


Sales Offices in Philadelphia. Chicago, Lovisville, Tampe 





No obligation, of course, just call .. . 


Window, Counter or Merchandising Displays in Light, Motion or Dimension 


LABELS @ BROCHURES @® CALENDARS © ANNUAL REPORTS 
WRAPS @ BOOKLETS @ FOLDERS @ POSTERS @ TEXTURE FOLDERS 
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GUGLER’S expanded facilities 
for creating Sales-Producing P.O.P. Displays 


Seventy-seven years young, GUGLER hits its new stride! Brings 
you an expanded Point-of-Purchase Display Division! 


Vigorous ‘“‘new blood” has been added to our staff of creative 
designers, top-notch artists and technicians, directed by Paul 
Godell, one of America’s leading authorities on point-of- pur- 
chase display. ° 


No one is better equipped to do your job. We invite you to use 
the proved skill, ingenuity, talent and techniques which have 
made GUGLER a perennial, multiple-award winner in design 


and reproduction . . . to improve your next P.O.P. campaign. 





GUGLER LITHOGRAPHIC COMPANY 


SINCE 1878 











HOME OFFICE & PLANTS: Creative and Display Sales Headquarters: 
‘atieree Wrigley Bldg., Chicago 
MILWAUKEE, a‘ sei aievmeeh wn 
WISCONSIN SALES OFFICES: New York « Atlanta ¢ Detroit « 


Minneapolis ¢ St. Louis ¢ Topeka ¢ Los Angeles ¢ San 
Francisco ¢ Seattle ¢ Portland 


POSTERS e LABELS e “WEATHER-TUF’”’ OUTDOOR ADVERTISING © POINT-OF-PURCHASE DISPLAYS 
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Admen are appropriating 10% of their budgets for point of purchase 
display material . . . with a definite trend toward increased expenditures. 


This was one of the key findings of a special AR survey on display buying. 


Advertisers are budgeting 10° of 
their advertising expenditures for 
point of purchase display material, 
with a definite trend toward in- 
creased expenditures. 

This was one of the key findings 
of a special AR survey to determine 
how advertisers and agencies buy 
point of purchase displays. Other 
results included: 
® Most admen consult several sup- 
pliers when in the market for a new 
display. 

e In the majority of cases, suppliers 
are asked to submit artwork visual- 
izing their ideas. 

e The advertising manager usually 
makes the final decision and places 
the order for the display to be pur- 
chased. 

® Most displays are distributed 
through salesmen. 

e Nearly every agency advises 
clients on their point of purchase 
p. »grams. 

To get answers to these and other 
questions, AR sent questionnaires to 
1,000 advertisers and 500 agencies, 
representing a complete cross-sec- 
tion. Replies came from 253 adver- 
tisers (25.3%) and from 66 agencies 


(13.2%). 


How Advertisers Buy 
Point of Purchase Advertising 


1. Do you use point of purchase ad- 
vertising on a regular basis? 
e Yes (230) . 

e No (22) 


91.3% 
8.7% 


2. What percentage of your adver- 
tising budget is devoted to this form 
of promotion? 

This question was answered by 196 
advertisers, whose allocations for 
point of purchase advertising range 
from 0.1 to 75%. The median was 
10°7. This figure was reported by 37 
advertisers. 

One respondent said that point of 
purchase material is sold to dealers, 
hence is not budgeted as cost. 

3. Is the trend in your organization 


toward larger or smaller point of 
purchase expenditures? 


e Larger (155) 66.0% 
e Smaller (36) 15.3% 
e Same (44) 18.7% 


4. How many suppliers do you us- 
ually contact when you are in the 
market for a new display? 


el 9 
e lor2 
elto3 1 


e 1 to 6... 2 
e 1 to 10 1 
e 2 21 
e2or3 . 35 
e 2to 4 3 
e 2 to 15 1 
e 3 6 
e 3 or more 4 
e 3or4 35 
e 3to5 6 
e 3 to 6 4 
e 4 12 
e4or5 10 
e 4 to 6 2 
e5 4 
®e Sor 6 2 
e 6 4 
e 6 to 10 1 
e 8 to 10 1 
e 10 to 15 1 
e 12 1 
e As many as possible 2 
e Depends on size and 

nature of job 5 
e Agency handles 7 
e Invite 5 or 6 to bid 1 

Total replying 249 
5. Do you ask them to submit art- 
work visualizing their ideas? 
e Yes 147 
e No 47 
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Advertisers : 
use CLOCKS 


od * i, re 
"da ey Nic we 


‘~*~ 


(thet ts) ~ Model PDF-20 


@ Leading Advertisers use 
modern clocks for they know clock advertising com- 


mands preferred position at the Point-of-Purchase. 


modern clocks — specialists in clock designing and fab- 
rication for 23 years — give brighter illumination, 
flexibility in dealer imprints, and low line voltage 
operction; oll at competitive prices. 


see our complete line: 


Disploy Center, 58 Park Ave., NYC 


today—wire, write or phone for complete information. 


en 


» Exclusive territories available 
\ to representatives. 


; . 
modern clock advertising co. 
212 Broadway, New York 7, N. Y. AP 7-8709 
“the Utility line in P. O. P. Display” 
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HOLDS DISPLAY TO ANY SURFACE 


:) Ee a 


LILITH is 


FOR MOUNTING LIGHT DISPLAYS 


\ DURABLE RUBBER PRODUCTS CO. 
) TOr R , 


TE ae 


PRP SUSPENDING MOBILE DISPLAYS 


) ED) ED oe 
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CH PLASTIC INVENTION 
pa LCS TLL PIII ME CLL eh 


What a magic give-away or premium. Pull plas- 
tic Talk-A-Tape thru box and it actually 
t-a-l-k-s! Brand names and special phrases built 
around YOUR PRODUCT! Or, choose from 
over a dozen stock sayings. Costs only a nickel 
in moderate quantities. IT’S AMAZING! IT’S 
NEW! Write NEAREST OFFICE today for 
free sample and low cost data. 


THE TALKING TAPE COMPANY 
MAIN OFFICE: 915 Bradmar Bidg., 1651 Market 
Street, San Francisco 3, California 
EASTERN DIVISION: 9915 Newsweek Bidg., Times 
Square, New York 36, New York 
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Plastic Realism 


. . . This is one of a series of five counter and wall displays for U. S. 


Army recruiting. Executed on vinyl plastic, in deep-drawn third dimension, the display 
achieves a realistic effect. It is lithographed in five colors with Day-Glo raised lettering. 
Stanley Wessel G Co. (Chicago) designed and produced it. 


COCCEESEEREOCECORESEROCEEOCRORGEORGORCCOROEEOEE (CCCRROSROEROCOSOREGRCRROGORROOCOSCRCEREEGECOGO SOGRCRCRRCRORCCRGOCOORGOGEERORGHRERRGRRGGEEORREGRRERReROReeEREeReReRES 


6. 


Sometimes ..... ~- 20 


Not initially . 
From our own roughs 
Nice sliced 
They decide ................. 
Total replying 


Who in your company (by title) 


makes the final decision as to the 
display to be purchased? 


7. 


.....-104 
an 
ie ae 
a a 


Advertising manager . 
Sales manager ..... 
Group decision 
President 

Advertising manager 
& sales manager . 2 
Sales promotion managev....... 9 
Vice-president 6 
Merchandising manager ............. 5 
Advertising manager & 
merchandising manager .. 
Advertising manager & 

art director .... pa 

General manager & 

advertising manager . 

General manager & 

sales manager 

Sales manager & 

sales promotion manager 
General manager .... 

President & sales manager 
President & adv. manager 

Display manager & 

advertising manager . 

Purchasing agent ..... 

Assistant director 

of marketing 
Assistant advertising manager 
Board of directors. 

Advertising manager & 

sales promotion manager... 
Manager engineering 

production 

Division manager 

Vice-president & 

advertising manager . 

I CN 253 


Who places the final order? 
Advertising manager 
Purchasing agent 


Advertising production 


Sales promotion manager. 
Sales manager 

Advertising agency .... 
Vice-president 

President ine 
Merchandising manager 
Secretary-treasurer .... ; 
Manager product engineering 
Total replying 


How do you distribute your dis- 


plays? 


9. 


in 


Through own salesmen. 
Through salesmen & 

stores’ crews 

Salesmen & independent 
contractors 

Ship direct to retailers... 

Our salesmen, stores’ crews & 
independent contractors. 
Distributors’ salesmen 
Through distributors . 

Our salesmen & direct 
lh cic 
Independent contractors 
Own salesmen & by mail 
Through representatives 

Our own & distributors’ 
salesmen 

Through stores’ crews.... 
Jobbers & independent 
COMUaCtors .......-..-.... 

Rotate to branches......... 
Brokers 

Brokers & stores’ crews. 
Wholesalers’ salesmen ....... 
Our salesmen & jobbers.. 
Sell displays to distributors 
Our salesmen & distributors... 
Coupons from advertising........ 
Total replying 


155 


Have you noted any recent change 
the retailer’s attitude toward 


manufacturers’ displays? 


-..---126 


ae thse 108 


Total replying 
These figures indicate considerable 


disagreement among advertisers on 
dealers’ attitudes toward point of pur- 











chase advertising. This difference of 
opinion extends to those distributing 
through the same, as well as differ- 
ent kinds of retailers. 

These conflicting viewpoints sug- 
gest that many extraneous factors 
influence acceptance of displays: the 
general reputation of the manufac- 
turer, his position in the field, turn- 
over of his products, policies affect- 
ing dealer relations, profit margins, 
and not least, his consistency in pro- 
viding point of purchase material 
that proves mutually advantageous. 




































































>Comments from advertisers: 

e “The trend in the food field is to- 
ward better, higher-cost displays.” 
e “Jewelers demand animated dis- 
plays.” 

e “Drug stores use fewer displays 
because of increased modernization 
of physical facilities to accommodate 
self-selection.” 

e “New visual front hardware store 
design is affecting use of complete 
unit displays.” 

e “Department stores and specialty 
shops are showing high resistance to 
uninspired displays.” 

e “Lumber and building supply 
dealers have less space avialable for 
displays and are using only those 
which embrace a selling idea.” 

e “Home furnishings stores want 
smaller, more compact displays.” 

















































f} ? s 
be (MOWL  E 
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WY 


CONSTRUCTION ° 
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e “Retailers generally are disin- 
clined to bear any part of the cost 
of displays.” 

e “There is greater acceptance of 
tie-in displays, particularly those 
which tie in with television pro- 
grams.” 

e “Department stores are showing 
more interest in accelerating turn- 
over with brand names of leading 
manufacturers.” 


e “Sporting goods dealers want 


quality in appearance and construc- 
tion.” 





e “Automotive supply stores are 
more design conscious than ever be- 


Steady Stream .. . A new device named 
fore.” 


the ‘‘Pourmaster’’ keeps liquid pouring 
endlessly in this display for Standard Oil 
Co.’s Permalube. Adapted from an indus- 
trial pump, the Pourmaster forces the 
liquid oil from submerged reservoir up 
through a glass tube to the container in 
the display. The liquid then flows back 
down again outside the tube. Carter & 


e “Dealers are seeking displays with 
greater merchandising applications.” 
e “Grocery stores demand unique 
and unselfish types of displays.” 


10. Does your advertising agency 
participate in discussion of new point 


of purchase displays? Galantin (Chicago) designed and pro- 

e Yes (144) .... 56.9% duced the Pourmaster display. 

* No (52) eeeceeeces 20.6% CRCCRCROREORCCRRREROECECEGHURERCCORCCOCECOCREG GOCCRRCEGEGGRCRRERGREERREOREES 

¢ Sometimes (42) 16.6% 12. Have you ever used animated 

e Infrequently (15) . . 5.9% displays? 

11. Have you ever used permanent ° Yes .... ...199 
. . : 9 e No ...... . 92 

displays on a rotating basis? 

@ Yes ....... aandecoscubeaiesuatel ee Total replying .. 251 

OR acti. nonwasie 13. What is the most effective dis- 
Total replying . ....245 play you ever used? 


uae 


qi lipstick Whiskey 


MOTION * COLOR * MERCHANDISING 


As producers of point-of-purchase for many of America’s 
leading manufacturers, you may expect us to claim that “‘it’s 
all in a day's work.” Frankly, this is not so. The specific sales 
problems of various products require specialized skills and 
treatment — to obtain the best results. We offer you the 
talent and facilities for applying the correct methods to your 
individual needs. For the truly effective in P.O.P. — call on 


Oberly and Newell. 
LITHOGRAPH CORPORATION 


545 Pearl Street, New York, N. Y. 
WO 2-3735 


. 
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Interchangeable Panels . . . This display 
for Olin Industries Inc.’s Western ammu- 
nition features die-cut, interchangeable 
panels. Dealers can switch the panels, de- 
signed to tie-in with different seasonal 
promotions, quickly and easily. U. S. 
Printing G Lithograph Co. (Cincinnati) 
produced the display. 


CRORRDERECREREEEECHRSERCERDORREOEORORDERORRR TERRE ROH ESORRReeeeRReeReeeeREEES 


This question was answered by 
169 advertisers. Animated displays 
were voted most effective by 25; il- 
luminated displays, by 16; and both 
light and animation, by 5. Thus 46 
advertisers, or 27% of the total, 
voted for light, animation, or both. 
The ratio would have been higher 
had displays at trade exhibitions 
been included in the query. 


Bring those dear to you neor to you by phone 


[BARGAI NIRATES 


every night after 6 ond all dey Sunday 








om MEW YORK CITY .. 
40 & Lows "130 
200 
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LULAH 


Types of animation mentioned in- 
cluded a giant can turning on a re- 
volving table; trademark; merry-go- 
round; mechanical hen; baseball 
player; Ferris wheel; mystery mo- 
tion unit; giant revolving binoculars. 

Effective use of both light and 
animation was exemplified by the 
display of a manufacturer of shower 
heads. As it operates, three bril- 
liantly lighted models revolve on a 
disc continuously to demonstrate 
three featured sprays; the three 
sprays (normal, needle and flood) 
light up in sequence at the base of 
the unit. 

Self-dispensing counter merchan- 
disers were rated highest by four 
advertisers. Other “most successful 
displays” included: 

Glasses filled with bubbling cham- 
pagne; sign with changing colors; 
wildlife series; portable dioramas; 
bow-legged cowboy 36” tall; easily 
set-up and mailed silk screen unit; 
litho display showing proper organ- 
ization of prescription accessories 
department; oil burner actually fired 
for demonstration; mounted, cut-out 
four-color display, “Memory like an 
elephant.” 

Santa Claus lithographed in seven 
colors; knight on horseback statu- 
ette; permanent display with sea- 
sonal panel changes; cut-away over- 








pe 
ez vs You can melt the miles like magic by phone 


WEDDING SUPPLIES 


ANTIQUES DEALERS 
AIRLINE COMPANIES 


FALPACO car cards 





ating models; power air unit oper- 
ated by match; cardboard unit in 
full color for dolls; cross-section of 
house showing insulation; massed 
display with skillets as prizes to store 
customers; metal vendor for flash- 
lights and batteries. 

Lucite blouse form with identifica- 
tion screened on; metal display rack 
on wheels; jumbo photostats of 
product pictures; specially created 
$1,000 set of luggage; silk-screened 
die-cut figure of space man, de- 
signed to sell space helmets; Lucite 
display fixture that accommodated 
six shoes; picture of an Irish setter; 
3-D photograph by famous artist; 
outdoor metal thermometer. 

Counter-top “pinball” machine to 
demonstrate sound-deadening fea- 
ture of new muffler shell design; 
samples in plastic bags; comparative 
feeding tests with live animals; life- 
size figures in display; changeable 
cards in frame; picnic display with 
specially constructed dump bin; col- 
ored film slides shown automatically; 
wire merchandise dispenser. 

Card showing progressive steps in 
manufacturing; shopping cart; Day- 
Glo sign, red on black; acetate win- 
dow posters; permanent background 
display of wood and Masonite; sin- 
gle island in center of store; “four 
men at bar” scene in 3-D. 














vom POUGHKEEPSIE . 
Syracuse 60° Chicago 120 
/ Buttalo 80’ Son Francisco °200 
L ansien 


} 


reach millions of readers 


Here is another example of an important advertiser making sure his message 


gets the finest possible presentation. 


Falpaco is again the choice of this important advertiser to make sure of the 


best possible reproduction. 


These attractive car cards were all printed on 4 ply Falpaco Coated one side 
for letterpress. They were printed in full color by Tabard Press Corp. of New 
York. This campaign was created by Batten, Barton, Durstine & Osborn, Inc. 


for the New York Telephone Company. 


Specify Falvaco for your next car card, calendar, point of sales display, etc. 


Distributed by authorized paper merchants from coast to coast. 


PAPER COMPANY 


New York Office — 500 Fifth Ave., N. Y. 36 + Mills: Fitchburg, Mass. 


B sae 
eee 


ioe 
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How Advertising Agencies Buy 
Point of Purchase Advertising 


1. Are you interested in point of 
purchase advertising required by 
your clients? 


NE scctstelecnce bi cvinkdaicetiniaetete 
ee icuccehdeiacehaaeaee ae 
Total replying .............................. 66 


2. What proportion of your consum- 
er goods clients expect you to give 
expert advice on this subject? 

De eclisacicbs Gaia S cio 
90% 

75% 

70% 

60% 

50% 

33143% 

30% 

None . ; 
Total replying 
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3. What individual in your agency 
(by title) is charged with this re- 


sponsibility? 
e Account executives 23 
@ Principal ........... 9 


e Account executives & 

art director 6 
e Production manager / 
e Art director . 4 
e Account executives & 


production manager 3 
e Copy & creative head, 

account executives . 3 
e Merchandising manager 2 
e Creative & production 

departments .. 1 
e All executives ... 1 
e Creative department . 1 
e V-P in charge of sales 

promotion & merchandising 1 
e Production manager & 

art director 1 
e Vice-President 1 

Total replying . 60 


4. Of what does the agency’s con- 


Headache Relief . . 
Alka-Seltzer, with a humorous picture of ‘ 


tribution to point of purchase adver- 
tising consist? 
e Ideas, artwork & placing 


i i oe kasha teciccenin’ 
e Ideas & artwork........ 
e Ideas S titgbictinns me 
e Artwork ......... Cay peal ; 
e Complete package ... ilies 1 
e Ideas & rough art............. a 
e Preparation, copy, art & 
recommendations |................ 1 
Total replying .... pitt ee 


5. Do you favor competitive bidding 
on jobs of this nature? 


| er 44 
e No, if suppliers do any 
creative work . 21 
Total replying odes a 


6. What is your best source of infor- 
mation on trends in point of pur- 
chase advertising? 

Business papers ........... 2 
Display mfrs. & salesm: en 
Field studies . 

Store displays . 

Store level survey 
Conventions 

Direct mail ..... 

Clients’ activity . 

Total replying . 
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7. What is the outstanding trend at 
present? 

e Motion . . 19 
Integrated display & package. 9 
3-D with motion 6 
New materials 4 
Motion & color. 1 
Motion & light. 1 
Multiple purchase unit 1 
Smaller displays, 


frequent changes 1 
e Day-Glo die-cut 1 
e Fabricated signs 1 
Total replying 40 


8. Do you believe that point of pur- 


chase material should be integrated | 









































. This display for Miles Laboratories attracts attention to its product, 
‘Pop’’ having a headache over the budget 
Side pieces advertise Tabcin and One-A-Day Vitamins, other Miles products. The display 
was lithographed in 10 colors by Forbes Lithograph Mfg. Co. (Boston) 
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WIRE ADVERTISING DISPLAYS 
Designed - Manufactured 
Warehoused +» Drop-Shipped 


> By designing and building 
wire displays for many of Amer- 
ica’s best-known products we al- 
ready have answers to many dis- 
play problems ... one of which 
may solve yours. In addition, the 
same ingenuity which has devel- 
oped so many successful displays 
is available to do the same for 
you. Quality production and 
prompt delivery are guaranteed. 
Let us suggest designs and pro- 
vide quotations promptly, and 
without obligation! Just write for 
the name of our nearest repre- 
sentative who will be glad to dis- 
cuss your problems with you. 


> Save Freight by Drop-Shipping 
From Our Mid-West Factory and 
Warehouse 


INDIANA WIRE & SPECIALTY CO., INC 
DALY & SHELBY STS. 
INDIANAPOLIS 2, INDIANA 





ADVERTISING DISPLAYS 
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GRAFOREL 


IT'S EASY 
TO MAKE 3-D SIGNS 


with Graforel forts 


@ Ready-gummed, just moisten and apply 

@ Will hold securely to any dry clean surface 

@ 12 faces in 16 sizes from 3/16” to 4” 

@ Can be used in natural cork 

@ Takes all types of paint in any color 

@ Buy in 100 or 300 letter fonts 

@ Letters can be purchased individually 

@ For display, exhibits, movie titles, advertisers 


Write or phone for samples and catalog. 


GRACE LETTER CO., INC. 


77 FIFTH AVE., NEW YORK 3, N. Y. 
Dept. E WA 1-0850-1 
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Veritone Company 
2701 LEMMANN COURT, CHICAGO 14, ILL., EASTGATE 7-8885 
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with space and time advertising for 
maximum effectiveness? 


e Not necessarily 
e If possible 
Total replying 


9. Are your clients spending more 
or less than formerly on this type of 
promotion? 

© More ..... ate 40 


e Same 


10. What is the most effective point 
of purchase piece any of your clients 
has used? 

Replies to this question numbered 
46. A summary: Schlitz carnival pro- 
motion; 3-D pattern display; series 
of triangular window strips and wire 
hangers; counter - window display 
with light and motion; structural 
cut-away showing construction of 
storage files; shelf-talker for food 
chains; counter merchandiser for 
booklet sold for 50¢; self-display 
packaging; gold wire display (wash 
line) for soft goods account; swim 
suit selector wheel; rug display 
wrapper; water display for watches. 

White Stag “Whitey;” a take-one 
folder, including coupon; combina- 
tion sound and visual; Sloane-Dela- 
ware “flop-over” style book; wire 
display rack; display stand for rub- 
ber molding; Copper-tone 3-D palm 
tree counter display; canopy-type 
food displays built around food cabi- 
nets; revolving tower mass displays. 

Counter display in form of 3-D 
glasses and a rotating wheel bring- 
ing different products into the glass- 
es; motion display of china manufac- 
turer dropping cup on saucer to 
demonstrate durability; color selec- 
tor for paint manufacturer; self- 
service hardware merchandiser; 
Weldwood blue self-easel display. 


11. Who was primarily responsible 
for its development? 


© Ie cee — 
DG ccd La ia aa 
e Client and agency........................ 5 
Ne as i scene 2 
I IND os sccanicsccccisciecccsniccsies 1 

Total replying .............................. 6 


>The following conclusions regard- 
ing methods of buying and using 
point of purchase advertising may 
fairly be drawn from the information 
supplied by advertisers and agencies: 


1. The use of store and window dis- 
plays is increasing, with 10% of total 
advertising expenditures represent- 
ing the median budget for p.o.p., and 
a majority of advertisers reporting 
increased activity in this field. 


2. Buying authority is largely con- 


































Champagne Quality .. . The idea of dra- 
matically interpreting the ‘‘champagne 
quality’ of Miller High Life Beer brought 
about this unusual permanent display 
piece, designed and produced by Thomas 
A. Schutz (Chicago). The unit is now in 
its sixth year of use, with over 350,000 
buckets delivered to Miller retailers. 


centrated in the hands of the adver- 
tising manager, sales promotion 
manager or merchandising manager, 
these titles being largely inter- 
changeable. Sales managers and 
general management executives often 
participate with advertising man- 
agers in the selection of sources of 
supply. 


3. Usually more than one supplier 
is asked to submit ideas, information 
or prices when the advertiser is in 
the market. The median number is 
2 to 4, as indicated by the largest 
percentage of buyers reporting. 


4. Light and animation are receiving 
greatest emphasis in the design of 
displays. New ideas for the use of 
these devices in giving greater atten- 
tion and sales values to displays are 
in great demand. 


5. Because of greater competition 
for store and window space in retail 
stores, merchants demand greater 
quality in displays and greater evi- 
dence of merchandising value. Thus 
emphasis on basic sales ideas in the 
development of displays is increas- 
ing. 


6. Advertising agencies participate 
with their clients in the development 
of ideas for p.o.p. materials, and in 
some cases are involved in the final 
purchase. In others their functions 
are limited to art and design. 


7. Distribution methods vary widely, 
with the advertiser’s own salesmen 
being used most generally. Distribu- 
tors and independent contractors 
also play important roles in obtain- 
ing display installations. 44 





+ When the maker of a 


product wants to sell it 


in volume he displays it 


where buyers can find, 


select it, and buy it 


STAIMLEss grees 


HOSE CLAMPS 


And where else is this but 


THE POINT OF PURCHASE ep ~~ 
4 ama 


where sales are made 


and money changes hands 
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AMDCO can show you how 
leading merchandisers 


maintain volume sales 


Write Us 


ADVERTISING 


METAL DISPLAY CO. . 
4620 W. Nineteenth St. Chicago 50, Ill. |) 
2 East 23rd Street, New York 10, N.Y. |” 
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Broadside... ‘‘Black is the Beauty”... . Christmas Card .. . ‘’Warmest Greetings’’ Folder .. . ‘’Physicians Response Report 
designed by Carl Regehr for the Veritone . . . designed by Gordon Martin for Gor- No. 13’ . . . designed by Don Walkoe for 
Co don Martin Jordan Sieber. 


cette 


Trade Journal Ad . . . ‘‘Dayamin” ; 
Magazine Cover . “Journal of Housing’ designed by Harold Walter for Abbott 
designed by John Bradford for Journal Laboratories International Co. 
of Housing. 


VOURBAL OF HOUSING 


| 
| 
| 


iWLY 1954 


ABSOTT LABORATORIES tNTERNATIONSL COomPany 


Book ... ‘‘Let’s Drive Right’’ . . . de- 
signed by Marilyn Knudson for Scott, 
Foresman & Co. 
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Many of the entries in the Society 
of Typographic Arts’ 28th Annual 
Exhibition of Design in Chicago 
Printing, said the judges, could 
have been much more effective if 
more attention had been paid to 
the selection of paper. 





Want to give your next “special” 
printed piece standout quality? The 
28th Annual Exhibition of Design in 
Chicago Printing may hold a clue for 
you. 

While a wide variety of excellent 
printed pieces showed up among the 
910 entries in the annual competition 
sponsored by the Society of Typo- 
graphic Arts, there was a certain 
“sameness” about the majority of 
them—too much dependence upon 
coated paper stocks. 

In past years, many of the entries 
in the annual STA competition have 
achieved special distinction through 
the use of special paper stocks. This 
year, however, everyone seemed to 
have the cast-coated paper “bug” 
and a penchant for extensive use of 
color. 


> Observed the judges: “Many of the 
entries, particularly those printed in 
limited quantities, could have been 
much more effective if more thought 
had been given to the selection of 
a ‘special’ stock.” 

The 1955 STA competition was 





the search for 





Taylor Poore 





based upon an experimental idea. 
Rather than select “winners” in vari- 
ous categories, a certificate of ex- 
cellence is being given each of the 
93 pieces selected for exhibition in 
Chicago’s Art Institute from March 
26 through May 1. 

The judges—Will Burtin, leading 
Chicago designer; Taylor Poore, art 
director, Tempo Inc. (Chicago), and 
Suzette Zurcher, designer of publi- 
cations, the Art Institute of Chicago 
—made it a special point to be highly 
selective in picking entries for the 
exhibit. “The judges of graphic arts 
exhibitions have got to get tougher,” 
said their report. “We should never 
underestimate the educational value 
of exhibitions. They are the tools of 
our convictions and our trade. They 
should have such high standards 
in design, typography and printing 
quality that viewers will know that 
we stand for the absolute top quality, 
with no second best, and go away 
inspired to work for the same per- 
fection.” 


> Other portions of their report pre- 


Suzette Zurcher 






















Will Burtin 





sent an interesting commentary on 
the status of typographic design to- 
day: 

“We need more ‘s.o.b.’s’ in the bus- 
iness. Too many mellow people make 
a mellow stew. Leniency and an ac- 
ceptance of any but the best results 
lead to a general lowering of the 
whole profession. The ‘tyranny of 
enthusiasm’ will achieve better work 
from everyone connected with a job 
and produce great pride in the fin- 
ished product. Such pride will lead 
to a striving for higher and higher 
goals. 

“Illustration and typography must 
become more closely allied. The best 
results come when one man is re- 
sponsible for the whole job. The de- 
cline of the ‘layout man’ who makes 
a sketch and then calls in specialists 
to finish each part is a matter of 
great satisfaction. In his place the 
complete designer integrates and 
carries through from idea to printed 
piece with continuity and individual 
style. 

“We have the best machines, print- 
ers, designers and illustrators, the 
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Screen Colors 


guarantee superior out- 
door life, wider, brighter 
color range, improved 


workability, lowest cost. 


Write TODAY for samples 
PUM AC MUO LAUER 


RADIANT COLOR CO. 


SGU ES 
Oakland 7, Calif. 


Manufacturers of VELVA-GLO 
Fluorescent Papers +» Cardboards 
Screen Colors + Bulletin Colors 
ATT raed 
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EZERASE 
Bond and Onion Skin 


Different because typing mis- 
takes can be quickly and 
cleanly erased with a regular 
pencil eraser without leaving a 
scuffed or torn surface. Words 
brush off so quickly, leaving the 
surface Smooth as Silk. Retyp- 
ing is clean with no detection. 


Write now to Dept. A for your 
FREE Ezerase Demonstration 
Kit. Let your secretary test it, 
she'll love it. 


MILLERS FALLS PAPER CO. 
Millers Falls, Mass. 
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Package . . 
Carton” . 
erell G Associates for O’Cedar Corp. 


. “O’Cedar 44 Sponge Moppet 
. . designed by Warren Weth- 


most types and selection of paper, 
but this very embarrassment of 
riches produces a disquieting con- 
fusion—too many colors, glossy sur- 
faces and busy layouts. Cleaner, 
fresher and more interesting results 
are sometimes secured from more 
limitations, such as the Japanese and 
Swiss are experiencing. Originality 
is not dressing up and embellishing 
an idea, but rather going to the very 
roots and developing it only until the 
communication is the clearest. We 
must not superimpose our ideas on 
the subject matter and make it diffi- 
cult to reach through a maze of 
colors and overdesign.” 

While the judges noted few new 
trends, they commented favorably 
on the great improvement in the de- 
sign of textbooks, which they pointed 
out “have long been woefully behind 
the times.” 44 


Vanette Heralds Spring 
With Unusual Portfolio 


The sign that another fashion buy- 
ing season has arrived is the produc- 
tion of one of Vanette Hosiery Mills’ 
(Dallas) elaborate sales portfolios. 
As in past seasons, Vanette has come 
up with an ingenious portfolio to 
introduce its “Tea-House Tints” line 
for the spring season. 

The portfolio is designed primarily 
for use by Vanette salesmen, but 100 











copies of the elaborate brochure are 
distributed to leading retailers 
throughout the country, as well as to 
important New York buying offices. 
The cover of Vanette’s brochure 
is of hand-made imported blue Nat- 
sume stock with white silk threads. 
It was printed in two colors by let- 
terpress. The cover overlay is clear 
acetate with five colors on the re- 
verse side printed by screen proc- 
ess. The body of the book was 
printed by offset in dark gray on 
Linweave white Della Robia stock. 


> Throughout the portfolio, Vanette 
has used hand-finishing to add dis- 
tinctive touches. On the page featur- 
ing Vanette’s new colors, for exam- 
ple, eight actual hosiery swatches 
indicate the tints. On other pages, 
color accents are hand-applied in 
tempera or added by the use of col- 
ored sequins. Continuity is achieved 
by the use of Lydian type through- 
out the brochure. 

Printing was handled by Bennett 
Printing Co. (Dallas), with type set 
by Jaggars-Chiles-Stovall and cover 
screen process printing by A. B. Gat- 
teys. Mary and Frank Bradstock of 
New York were responsible for the 
cover artwork. The over-all plan 
was developed by Vanette’s adver- 
tising department. 44 


Ad, Editorial Prove 
Value of Teamwork 


Here’s a story with a moral. 
Architectural Forum ran an ad in 
the Nov. 29 issue of Advertising Age, 
in which the Forum stressed the im- 
portance of teamwork as it applies 
to architectural design. The ad 
quoted Eleanor Le Maire, famous de- 
signer, who said, “The better I un- 
derstand my client’s problems, the 
easier it is to register the correct 
design. The same principle applies to 
the architect, the engineer and the 
builder. We must all work together— 
with the client—as a team.” 
Impressed with the ad and Eleanor 
Le Maire’s words on teamwork, G. 
D. Crain, Jr., publisher of Apvertis- 
ING REQUIREMENTS and Advertising 
Age, used her words to open an edi- 
torial on “Good Printing is a Team- 
work Achievement . . .”, which ap- 
peared in the January issue of AR. 
Even more impressed with this 
evidence of teamwork in appreci- 
ating a sound advertising concept, 
the Forum produced a four-page, 
1444x22” promotional folder which 
on the two inside pages merely re- 
printed its original ad and Mr. 
Crain’s editorial. The cover simply 
said, “Thank you, Mr. Crain. . .” 
Moral—Teamwork (like Virtue) is 
its own award. 44 
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AST COATED PAPERS 


Ahem if 


TRADE-MARK 


THE CHAMPION PAPER AND FIBRE COMPANY, HAMILTON, OHIO 


Numbe r Nineteen ofa series de gned to show how ‘*¢ "hamp Ton Sets the Pace in Papermaking.” 





COATED BooK 


Satin Proof Enamel 
Hingefold Enamel 

Refold Enamel 

Falcon Enamel 

Format Enamel 
Wedgwood Coated Offset 
Templar Coated Offset 
All Purpose Litho 


CAST COATED PAPER 


Kromekote Enamel 
Kromekote Label 
Kromekote Litho 
Kromekote Cover 

(Cast Coated | Side) 
Kromekote Cover 

(Cast Coated 2 Sides) 
Kromekote Postcard 

(Cast Coated | Side) 
Kromekote Postcard 

(Cast Coated 2 Sides) 
Kromekote Box Wrap 


DRUM FINISHED PAPER 
Colorcast Box Wrap 
Colorcast Gift Wrap 
Colorcast Label 


Champion: Vapor ond 


General Office: 


MILLS AT HAMILTON, OHIO. 


ee CANTON, N. C. 


COATED COVER 


Hingefold Coated Cover 
Refold Offset Cover 


DULL COATED BookK 
Dullofold Coated 


UNCOATED BOOK 


Garamond Antique 
Garamond English Finish 
Garamond Text (W.M.) 
Wedgwood Offset 
Pasadena Offset 


UNCOATED COVER 


Ariel Cover 
Cordwain Cover 


ENVELOPE PAPER 
Colored Wove Envelope 
Radiant White Envelope 
Foldur Kraft Envelope 
Gray Kraft Envelope 
Suntan Kraft Envelope 
Ne’er Tear Envelope 


COATED POST CARD 
Campaign Postcard 


BRISTOLS 
Inventory Index 
Canton Postcard 


TAG 
Tuf-Tear Tag 


BOND, MIMEOGRAPH 
Ariel Bond 
Scriptic Mimeograph 


PAPETERIE 
Wedgwood Papeteric 


Garamond Papeterie 
(Embossed and Printed) 


PRESSBOARD 
Champion Pressboard 
Imitation Pressboard 


SPECIALS 

Cigarette Cup Stock 
Food Container Stock 
Coffee Bag 

Tablet Papers 
Drawing Papers 

Red Patch Stock 
Stencil Board 

Pattern Board 

End leaf Paper 


Ybwlb. > 


Hamilton, Ohio 


eee PASADENA, TEXAS 


TRADE-MARK 

















Beckett Introduces New 
Hi-White Offset Stock 


Beckett Hi- White, a new stock de- 
signed primarily for offset printing, 
has been introduced by Beckett Pa- 
per Co. (Hamilton, O.). A folder 
printed on the new paper and con- 
taining general information about 
the stock is available. 

Though primarily developed for 
offset, Beckett says that the paper 
also is suitable for letterpress or gra- 
vure. It reportedly combines the 
qualities of text and bond papers and 
is distinguished by its intense white- 
ness. 

The folder lists the available sizes, 
23x35” to 38x50”, and the range of 
finishes, halftone, antique, English 
and roll-embossed. The folder also 
announces that Beckett will add a 
companion cover stock, Hi-White 
Buckeye, to its line. 


For your copy circle No. 302 on the 
Reader's Service Card inside back cover. 


Flat-Seal Envelopes 


Developed by Tension 


Envelopes with a flap that “always 
stays flat” have been introduced by 
Tension Envelope Corp. (Kansas 
City, Mo.). Called “Flat-Seal,” the 
envelopes have a new gum seal that 
prevents bothersome curling of flaps. 

According to Tension, the gum seal 
has special adhesive qualities which 
provide a solid bond on all types of 
paper stock. In addition, the adhesive 
will not become “tacky,” causing 
flaps to stick together, even under 
humid conditions. 

The new adhesive is being offered 
on all Tension envelopes unless the 
customer spe ‘fies otherwise. It is 
offered at no additional charge. 

Samples and additional details are 
available. 














For your copy circle No. 303 on the 
Reader’s Service Card inside back cover. 


Offer Sample Packet 
Of Beveridge Blanks 


Samples of coated blanks showing 
printing quality are being offered by 
Beveridge Paper Co. (Indianapolis). 
The sample packet also contains a 
listing of available plys and prices. 

The blanks, coated on one side, are 
available in sizes 22x28” and 28x44” 
and in plys ranging from 3-ply to 
10-ply. In addition, 4, 5 and 6-ply 
weights are available in car card 
size, 2245x4214”. The packet in- 
cludes a sample of each ply and also 


contains samples of a_ four-color 
halftone printing and a one-color 
halftone. 








304 on the 
Service Card inside back cover. 


For your copy circle No 
Reader's 


















Yes, sir! Rumor 
can be a mighty 
powerful sales tool 


-.- IF YOU KNOW HOW 
TO CONTROL IT 
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by reading S. D. WARREN COMPANY's 
message in THE SATURDAY EVENING 
POST for April 16, U. S. NEWS & 
WORLD REPORT for April 22 and 
BUSINESS WEEK for April 23. 
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Printing Milestone . . 


sents a milestone in graphic arts progress. 
laminated to rolls of 43 Ib. Multifect stock. 


$135,000 Ad 





. This ad appearing in the April Better Homes & Gardens repre- 
It is printed in five colors on aluminum foil 


Reynolds Metals Uses Unique Full-Color 
Magazine Ad Printed on Aluminum Foil 


By Dick Hodgson 
AR Managing Editor 


One of the most unusual magazine 
advertisements ever to appear in a 
consumer magazine may well open a 
whole new field of possibilities for 
advertising printing. The ad, appear- 
ing in the April Better Homes & 
Gardens, is a full-color, two-page 
spread for Reynolds Metals Co. 

What makes the ad so unusual is 
that it is printed on aluminum foil 
by high-speed letterpresses. 

Printing on foil is nothing new. 
Reynolds, for example, has been 
printing aluminum foil labels and 
packages by rotogravure for years. 
But successfully printing foil on 
high-speed magazine presses is 
something else. 


The Complete Story 


The complete story behind the Reyn- 
olds foil ad in Better Homes & Gardens 
will be told in a special article in next 
month’s AR. Because the unusual ad 
opens the door for much more extensive 
use of foil for advertising printing, AR 
will describe all of the production de- 
tails. 

The story behind this milestone in 
printing history clearly demonstrates 
how all levels of advertising—the ad- 
vertiser, the agency, suppliers and the 
publication—can combine their talents 
and through complete cooperation 
achieve new highs in advertising pro- 
duction. 
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>The spread for Reynolds Wrap, 
which will appear in the more than 
four million copies of Better Homes 
& Gardens, demonstrates quite 
clearly that aluminum foil can be 
successfully printed under what 
have previously been considered 
“impossible” conditions. The quality 
of the insert and its impact value 
give firm evidence that foil can be 
used successfully for a wide variety 
of printed jobs. 

Admen will undoubtedly be quick 
to recognize the importance of this 
production milestone in terms of 
their own printing requirements. 
The possibilities are almost limitless 
—foil laminated covers for booklets, 
catalogs and brochures . . . special 
inserts for magazines .. . a real metal 
background for reproduction of me- 
tallic subjects. 

True, such possibilities have been 
available for some time—but their 
production has generally been con- 
sidered a tough production job to be 
provided by only a handful of ex- 
perts. 


> With the evidence provided by the 
Better Homes & Gardens success, 
quality printers in all areas will un- 
doubtedly accept foil printing as a 
job they are willing to tackle. It may 
well take considerable experimenta- 
tion before any large number of 
printers can guarantee quality foil 
printing, but if the demand is there, 
it shouldn’t take too long. 

Here are some of the key facts on 
the Reynolds ad: 









e It was the most costly advertise- 
ment, on a per-page basis, in pub- 
lishing history—$135,000. 


e The ad consumed 1,800,000 yards 
of foil-paper lamination, which was 
made from 180,000 pounds of paper 
and 57,000 pounds of aluminum. 


e Foil used in the lamination was 
35/100,000ths of an inch thick. 


e The foil was laminated to 43 lb. 
Multifect stock. 


e Printing was done from _ two- 
streamer webs on a Cottrell five-color 
rotary at 850’ per minute (15,000 im- 
pressions per hour). 


> David F. Beard, Reynolds advertis- 
ing director, made it clear that the 
cost of the ad was justified. “Al- 
though it is a costly ad,” he said, “we 
do not believe that in terms of read- 
ership it will be expensive. A spread 
printed on aluminum foil will give 
the reader-impact now being at- 
tempted through the increasing use 
of multi-page advertisements. 

“We anticipate that the Better 
Homes & Gardens foil ad will show 
such high readership and reader- 
impact that the use of aluminum foil 
for advertisements will provide an 
important new medium for adver- 
tising many types of products.” 

The production of the ad was han- 
dled by Reynolds’ agency, Buchanan 
& Co. (New York). 44 
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Earlier Foil Ad . . . Reynolds has used ac- 
tual aluminum foil in earlier ads—busi- 
ness publication inserts. In this insert, the 
copy appears on a sheet of aluminum foil 
which is bonded to a paper sheet that 
forms the other side. The foil used was 
.0035” thick, just half the thickness of 
Reynolds Wrap, the company’s foil prod- 
uct. A more complete description of this 
ad appeared in ‘’What’s New in Magazine 
Inserts’ (March AR, page 61). In addi- 
tion, Reynolds has printed labels and pack- 
ages On aluminum foil for a number of 
years, using rotogravure. 
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LETTERPRESS 
Hi-Arts 

Ashokan 

M-C Folding Book 
M-C Folding Cover 
Zena 

Catskill 
Velvetone 
Softone 

Esopus Tints 
Esopus Postcard 


OFFSET-LITHO 


“The Seasons Change” by Edw. Wilson Hi-Arts Litho C.1S. 
Zenagloss C.2S. 
Zenagloss Cover C.2S. 


Lithogloss C.1S. 
Catskill Litho C.1S. 
Catskill Offset C.2S. 
[ E R \ Esopus Postcard C.2S. 


Esopus Tints 


THE MARTIN CANTINE COMPANY 


cobbiniciiate in Crated Peters chee 1888 


SAUGERTIES, N. Y. and NEW YORK CITY (In Los Angeles and San Francisco: Wylie & Davis) 
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Saabs, 


PUT YOUR CLIENTS 
ON THE LIST FOR 


New Letterheads 
of the Season 


Here’s the painless cure for that 
pain in the neck of yours—requests 
for sample letterheads, 
Let “Dr.” RISING take over. We’ll 
take care of your requests for sam- 
| | ple letterheads. All you have to do: 
i Send your requests with 
! your card and we, here at 
RISING, will see to it that 
“New Letterheads of the 
Season” are mailed to your 
list! 
| Could anything be more painless? 
| | —or productive of new sales! 
RS Would you like to have 
"your letterheads included 
in the new RISING “New 
Letterheads of the Season” 
: ...8end us your samples 
for our “Letterhead Jury” 
to review. 
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Rising Paper Co., Housatonic, Mass. 
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PRESS CLIPPINGS 


News items, editorials, advertisements 


Promptly 
from daily and weekly newspapers, from 
magazines and trade papers as specified. 
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UsTABUSHLD es 
PRESS CLIPPING BUREAU 


BArclay 7-537! 
165 Church Street New York 7, N. Y. 























will provide you with a record of your 
results from promotions and releases. 


For Future Reference 


Handsome loose leaf scrapbooks; rubber 
cement; plastic laminating if desired. 


BURRELLE’S 
PRESS CLIPPING BUREAU 


165 Church Street © New York 7, N. Y. 
. . for more details circle 368, page 135 









































Warren Announces New 























AR?’s 21,000 Circulation is 
Hand-Picked for Buying Power 














Nowhere else can you get such cover- 








age, so carefully tailored and so 














precisely directed to buyers of adver- 











tising services, materiais, equipment, 











supplies. 
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Coated Carton Stock 


Something unusual in folding car- 
ton stock has been introduced by the 
S. D. Warren Co. (Boston). The new 
stock is a high gloss, coated board. 

According to the company, the 
stock, named LusterBoard, combines 
in a solid board the best of coated 
printing surfaces with the strength, 
rigidity and superior folding charac- 
teristics of a semi-bleached kraft 
board. The lusterkoting is done di- 
rectly on the board with no lami- 
nation. 

Available in 12, 14, 16, 18, 20 and 
22 pt. board, the new stock can be 
used to print halftones or solid gloss 
ink colors equally effectively, the 
company says. Warren has supplied 
the stock to a variety of advertisers, 
including cosmetic manufacturers, 
drug companies, film producers, per- 
sonal products manufacturers, etc., 
for packaging their products. 

LusterBoard samples for test runs 
and additional information are avail- 
able. 


For your copy circle No. 305 on the 
Reader’s Service Card inside back cover. 


Mountie Offset Samples 
Enclosed in Brochure 


To promote its offset paper, Moun- 
tie Offset Antique Wove, the North- 
west Paper Co. (Cloquet, Minn.) 
has issued a brochure containing 
sample swatches. The swatches show 
the various colors and weights avail- 
able in the stock. 

The stock is produced in seven 
colors—blue, India, orchid, green, yel- 
low, gray, goldenrod and white. It 
is available in 60 and 70 lb. weights. 
The folder, which is printed on 60 
lb. Mountie Offset, points out the 
sparkling contrasts possible by us- 
ing this stock. 


For your copy circle No. 306 on the 
Reader’s Service Card inside back cover. 


Columbia Markets New 
‘Gatortone’ Envelopes 


Two new envelopes with special 
pattern effects have been introduced 
by Columbia Envelope Co. (Melrose 
Park, IIl1.). 

One type, named “Ribtone,” fea- 
tures a striped design; the other, 
named “Gatortone,” has a simulated 
“alligator skin” effect. The designs 
were reproduced through a combi- 
nation of embossing and tinting, the 
result being a raised color design on 
white paper. Printed matter on the 
envelopes is inked solid, giving a 
3-D appearance. 

Columbia lists these advantages in 
using the new envelopes for direct 
mail: 





Alligator Design . . . One of Columbia 
Envelope’s new envelope styles features an 
“alligator skin’ effect (left). The other 
(right) has a striped design. 


e They permit printing over entire 
back without seam interference. 
e Special sizes and colors are avail- 
able without high costs. 
e The envelopes are more easily 
handled on automatic inserting and 
sealing machines. 
e Huge quantity orders are unnec- 
essary for special colors. 

Samples and further information 
are available. 


For your copy circle No. 307 on the 
Reader’s Service Card inside back cover. 


St. Regis Markets New 
Enamel for Letterpress 


A new sheet of enamel paper, es- 
pecially suited to letterpress print- 
ing, has been marketed by St. Regis 
Paper Co. (New York). Named Cel- 
lugloss Printing Enamel C2S, the 
new paper is the combined product 
of several years of experimental 
work and new equipment installed 
at the Kalamazoo, Mich., mill of the 
company. 

According to St. Regis, the new 
paper has several advantages: flat- 
ness of surface, solid brightness of 
color, bulk and opacity, and strength. 
The paper is available in standard 
basic weights—25x38” sheets, 70, 80 
and 100 lb. weights. 44 


Low Cost Professional 
Paper Cutter Produced 


A new low-cost professional paper 
cutter is being produced by Michael 
Lith Inc. (New York). The Michael 
cutter is available for $198. 

According to the company, the 
precision cutter is especially valu- 
able for use in small duplicating and 
offset shops. The cutter reportedly 








To Simplify RECORD REEPING 
mT COLOR 7, 






Specify SORGs Colorful 
EQUATOR Index Bristol 


DISTINCTIVE COLORS You can help your customers end the confusion of filing and record-keeping by sug- 
6 AND WHITE gesting a simplified system based on color identification. And. of course, we recom- 
© CANARY mend file cards printed on smooth, durable Equator Index Bristol for the job. 
© CHERRY With its six attractive colors and gleaming white, Sorg’s Equator Index Bristol is 
© BLUE ideal for record and filing systems. Its inherent snap and strength prevent it from 













becoming limp or dog-eared—even with frequent, rough handling. And its special 


°¢ BUFF 
SALMON smooth finish makes it equally adaptable to letterpress or offset printing. 
” F t 
But remember—Index Bristol has 1001 uses other than for file cards. You can use 





¢ GREEN 


it with confidence on every job that calls for a bristol of outstanding quality, strength, 


color, and beauty. Ask your paper distributor for sample sheets or write us direct 


: 47 irr for sample folder. 
GG eG 
RG “ 
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nat THE SORG PAPER COMPANY 


Manufacturers and Converters of Stock Line and Specialty Papers 
MIDDLETOWN, OHIO 


STOCK LINES 
WHITE SOREX @ CREAM SOREX @ SORG'S PLATE FINISH @ SORG'S LEATHER EMBOSSED 
EQUATOR INDEX BRISTOL @ GRANITE MIMEOGRAPH @ MIDDLETOWN POST CARD 
VALLEY CREAM POST CARD @ No. 1 JUTE DOCUMENT 









OFFICES IN NEW YORK e@ BOSTON e@ PHILADELPHIA @ CHICAGO e ST. LOUIS @ LOS ANGELES 
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Low Cost Cutter 
paper cutter which has a hollow-ground, 
detachable blade, balanced lever and an 
automatic safety latch is available for 


$198 


. This new professional 


will cut and trim jobs up to 14” and 
is engineered along lines similar to 
larger paper cutting machines. Of 
all steel construction, the cutting 
table has a permanent rule so that 
the back gauge may be set for any 
size desired. 

Further details and descriptive 
literature on the cutter are available. 


308 on the 
Service Card inside back cover. 


For your copy circle No 
Reader's 


Byron Weston Markets 
New Letterhead Paper 


A new 25% rag content letterhead 
paper named Weston’s Hand Weave 
has been added to Byron Weston 
Co.’s (Dalton, Mass.) line. According 
to the company, the new paper will 
be marketed at a popular price. 

Its distinctive characteristics, 
Byron Weston says, are an antique 
laid marked texture which resembles 
old-time hand-made paper. It is 
available in white and four pastel 
shades—ivory, blue, green and gray. 

Though the paper is designed pri- 
marily for letterheads, the company 
suggests that it is suitable for any 
printing job which would benefit 
from a hand-made paper atmos- 
phere. The stock is available in sizes 
17x22” and 22x34” in substance 20 
and 24. 

Sample books or portfolios of spe- 
cimens of Weston’s Hand Weave are 
available. 


For your copy circle No. 309 on the 
Reader’s Service Card inside back cover. 


Agency Prepares Checklist 


Kurk & Brown Inc., New York ad 
agency, has prepared a checklist of 
the many channels through which 
manufacturers of housewares and 
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allied products can market their 
goods. Some 25 classifications are 
listed, with special emphasis on the 
fast-growing new type of outlet. 
Though the list was prepared pri- 
marily for its clients, interested ad- 
men can obtain copies by writing 
Kurk & Brown Inc., 212 5th Ave., 
New York 10. 44 


Campaign Promotes Saran 
Summer Furniture Festival 


A broad and comprehensive pro- 
motional program aimed toward fur- 
ther strengthening the position of 
saran plastics in the summer fur- 
niture field has been inaugurated by 
the National Plastic Products Co. 
(Odenton, Md.). Promoted under the 
theme, “Saran Summer Furniture 
Festival,” the program is hinged on 
saran hang tags offered free by Na- 
tional Plastics, through saran weav- 
ers, to summer furniture manufact- 
urers. 

In support of the hang tags, the 
promotion is backed-up by full-page, 
four-color ads in leading shelter 
magazines and commercials on 


NBC’s “Medic” and CBS’s “Home” 
tv shows. 
To further stimulate interest at 


the retail level, National Plastics is 
supplying to all stores taking part in 
the promotion free promotion ma- 
terial including: 
e Three-color 84x22” traffic-stop- 
per banners featuring an illustration 
of the hang tags. 
e Brilliant red Day-Glo spinners 
shaped like Oriental lanterns (the 
theme illustration for the promotion) 
in sets of 10. They are labeled simply, 
“Saran Summer Furniture Festival” 
in screen processed black letters. 
e 8x10” replicas of the hang tags. 
e Display cards featuring the maga- 
zine ads. 
e A set of six mats for newspaper 
and direct mail advertising. 
e A set of radio spot announce- 
ments. 

The entire campaign was promoted 
by a giant 12%4x17” plastic-bound 
brochure. The 12-page brochure, ex- 


“SARAN 


summer furniture _( 


= ? 
V_lestival 





plaining each of the promotion tools, 
was printed in black and yellow 
with special emphasis added by red 
daylight fluorescent colors. Special 
features included a tip-in of a typi- 
cal magazine ad and an inside-back- 
cover pocket containing samples of 
the in-store promotion pieces. A die- 
cut slit in the pocket held an order 
card for the promotion materials. 4 4 





DIP ME IN WATER — 
WATCH ME CHANGE 





Off It Comes 


Develop a new paper product that 
will withstand a lot of abuse from wind, 
rain, sleet and snow ... and tell your 
prospects about it. The usual answer: 
“We've heard that one before.” 

Mead Board Sales Inc. (Cincinnati ) 
faced such a problem in introducing its 
new Chestnut Outdoor Sign Board .. . 
but decided to get the jump on the 
“prove it” boys. 

The result—a 6x9" sample of the 
new board with a screen process printed 
illustration of a cutie in a flowered 
frock. The single caption read, ‘Dip me 
in water—watch me change.” 

We tried it. We now have a picture 
of a Bikini-clad cutie and an abbrevi- 
ated caption: “Watch me.” 

The undressing job was simple and 
required none of our eager assistance. 
But it took a few minutes—long enough 
to effectively demonstrate that the board 
can take a good soaking with no ad- 
verse effects. 

According to the information printed 
on the back of the demonstration 
sample, Mead Chestnut Outdoor Board 
can successfully withstand other com- 
mon display problems: ‘Scorching rays 
of the sun leave this weather-condi- 
tioned board untanned, uncurled and 
unharmed. Pouring rain, driving sleet 
and clinging icicles never blemish its 
complexion nor distort its figure.” 

If you would like to try this same 
test yourself, just circle number 301 on 
the Readers’ Service card inside the 
back cover of this issue. 


| 


Leading Printers 
Specify Atlantic 


Papers 


When you're looking for the best, look to the leaders. 

And, in the selection of paper for business printing, Atlantic is the 
first choice of the leaders. The reasons? Simple. 

Atlantic papers are reasonable in cost yet have the appearance and 
feel of much more expensive papers. They print well, look well. . . 


create the impression of quality. 


When you recommend a paper, recommend Atlantic — the paper 
that makes your life easier in two ways: it results in a better looking 
finished job; it runs smoothly and easily with less make-ready time. 


AMERICA'S LEADING BUSINESSES USE IAA 


ATLANTIC BOND 

a remarkable #1 sulphite that is clean, clear 
crisp bond. One of the very few sulphite 
bonds with a genuine watermark ... and the 
only #1 sulphite that identifies each sheet 
with the weight right in the watermark. 


ATLANTIC OFFSET 

a stable, moisture-controlled offset paper 
with maximum opacity-for-weight in a 
customer-pleasing bright, blue-white. 


ATLANTIC LEDGER 

a real rugged sheet that is perfect for office 
forms or ruling . . . with a specially sized 
surface for pen and ink work. 


For sample books of these or other Eastern 
Papers contact your Eastern paper merchant. 


& 
EASTERN 
QUUtUC 
» 
AMERICA’S LEADING BUSINESS PAPERS 


MADE BY EASTERN CORPORATION © BANGOR, MAINE 
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To get the “Small Fry” on 
your “Selling Team” use 
SAM GOLD’S Fun and Game 
COMIC BOOKS! 


“~ 


FOR MORE THAN 20 YEARS Sam Gold has been creat- 
ing and producing children's Fun and Game Books 
that appeal to America's Small Fry. 


And these same Small Fry have proven time and again 
that they are Super Salesmen when it comes to selling 
their parents on switching brands or trying a new 
product. 


Offering these Small Fry (35 million in the USA) one 
of these Sam Gold Fun and Games Books can result 
in getting these kids to do a real selling job for you. 


Many of America's leading advertisers have used these 
Fun and Game Books as shown here and have found 
that such promotions actually increase sales and store 
traffic. 


They can be used as Package Inserts, Traffic Builders, 
Direct Mail, Self-Liquidators, etc. 


Let us plan and design a Fun and Game Book for you. 


Write for details, samples and prices. 


LIE TUG, 


16 10 48 PAGES! 


LOW COST... LIGHT WEIGHT... LONG LIFE 


LOTS OF PLAY VALUE! 


CONTENTS 
¢ CUTOUTS © COMICS © PUZZLES © REBUS GAMES 
© WORD GAMES ® COLORING PAGES © QUIZZES e TOSS 
GAMES @ RIDDLES © DOT PICTURES © SPINNER GAMES 
© OPTICAL ILLUSIONS © MAGIC TRICKS © ADVENTURE 


STORIES 


SAM GOLD & ASSOCIATES 


21 WEST ILLINOIS ST. CHICAGO 10, ILLINOIS 
MOHAWK 4-6102 


| 
— 
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Dos & Donts 
lor 






By Gordon C. Bowen 


President 
Premium Advertising Assn. of America 


The mushrooming growth of all 
phases of premium advertising has 
done more than increase the size of 
the medium to a level of $1.5 billion 
last year and perhaps as much as 
15% more this year. It has also in- 
creased the complexity of problems 
and, to some extent, has changed the 
character of those problems. 

Getting a good premium promo- 
tion off the ground in today’s com- 
petitive market means calling upon 
all the time-tested techniques and 
inventing lots of new ones. 

Any list of “do’s and don’ts” in a 
fast-moving situation like this one 
must necessarily be sketchy if it is 
condensed to less than a few hun- 
dred pages. So the attempt which 
follows is an attempt to cover the 
high spots rather than to fill in the 
details. 


> With that much qualification, let’s 
look at some of the key elements 
in planning and carrying out a suc- 
cessful premium program. 


General 
1. Plan. 
2. Plan some more. 


3. Plan some more... . Any pre- 
mium is only as good as the pro- 
motion put behind it; and any pro- 
motion is only as good as the amount 
of thinking and planning that went 
into it. If the premium is considered 
as one tool in a wide selection of 


Premium Buyers 


An industry leader presents a helpful 
checklist for AR readers to use as a guide 


when planning premium promotions. 







advertising and selling devices, and 
integrated with those into an over- 
all plan to reach a given objective 

. then it becomes a promotion 
and not just a gimmick. 


4. Test as much as possible. . . . If 
you can afford a scientific sample, so 
much the better. If not, try a random 
test of as representative a group as 
possible. At the very least, ask a few 
other people outside your organ- 
ization. 


5. Don’t test a housewife premium 
on your own wife or the secretaries 
in your office. .. . Much as you ad- 
mire your wife’s taste (or your 
secretary’s, as the case may be) they 
are almost always unrepresentative 
of your market. For one thing, they 
have been around you or your com- 
pany too long. 


6. Don’t test a child premium on 
your own children. . . . Same reason. 
It’s amazing how quickly kids be- 
come experts on Daddy’s business. 
And a premium “expert” is one who 
has learned to distrust his own 
hunches. 


7. Look over all the premium tech- 
niques available before selecting any 
one plan. . . . Most newcomers to 
premium promotions tend to think 
first of the familiar self-liquidating 
“box-top” deals. See whether you 
can’t combine several plans for max- 
imum strength throughout the dis- 
tribution system. 


8. Get out in the field yourself and 
try to sell your promotion . 
whether it’s a consumer deal or one 





aimed at salesmen, dealers or job- 
bers. It’s amazing how many extras 
can be added to a promotion with 
a little field testing. 


9. Don’t seek novelty for its own 
sake. .. . Some of the most success- 
ful premium programs are carbon 
copies of things hundreds of other 
people have been doing—refined and 
adapted to your own needs, of 
course. You won’t win any medals 
that way, but you will sell mer- 
chandise, which is what you're after. 


10. On the other hand, don’t rush 
into a particular premium program 
just because someone else is doing it 
successfully. . . . Analyze the situ- 
ation first. Your problem may not be 
the same. The other promotion, if 
it is a competitive one, may have 
gone over simply because it was 
first. Or it may be that the other 
fellow can give that particular pro- 
motion more support than you. 


11. Count on your premium to ac- 
complish only one major sales ob- 
jective ... then try to build in as 
many subsidiary benefits as possible. 
The objective can be to boost sales 
during a specific period, to sample a 
wider market, to maintain brand 
loyalty, to meet a competitive price 
situation, to get extra displays, 
to give your salesmen something to 
talk about, to promote a radio or tv 
show, or any one of hundreds of 
others. Don’t let that major ob- 
jective get lost in the shuffle. 


12. Milk your suppliers for all the 
advice and help they can give you. 
. Very often experienced pre- 
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mium suppliers have been on the in- 
side of a hundred premium promo- 
tions for every one of yours. This 
“know-how” can be a valuable asset 
to your promotion if you take ad- 
vantage of it. 


13. Screen your suppliers carefully. 
... A production sample is not al- 
ways a good indication of the fin- 
ished product. Make certain that 
your supplier has the ability and 
resources to meet your require- 
ments, and the reputation for reli- 
ability and integrity that you de- 
mand. If possible, visit his plant to 
see for yourself. 


14. Take your supplier into your 
confidence. . . . That doesn’t mean 
let him in on all your trade secrets. 
But go over your major problems 
and plans with him so that he is 
not in the dark when changes are 
made. Very often he can help you 
get over some of the hurdles if he 
knows what is going on. 


15. Don’t inflate the value of your 
premium. ... If the genuine retail 
value is $1.98, don’t make it $2.98 
just because you think it makes your 
75¢ offer look better. As a matter 
of fact, it often makes it look worse 
since the consumer usually catches 
on, and misrepresentation reflects 
on your product as much as on the 
premium. Furthermore, the FTC 
doesn’t like it. 


16. If the choice must be made be- 
tween value and price, choose value. 
.. . No longer are the lower income 
groups the major market. America 
has become a nation of middle class 
people with standards of quality and 
value that are constantly being 
raised by the mass media. 


17. Give your promotion enough 
time to penetrate. . . . This means 
working out your schedule with care 
so that all the vagaries of distribu- 
tion, shipping, mailing and advertis- 
ing are hedged. It also means tim- 
ing your promotional planning like 
a military campaign: softening up 
your target first, then moving in 
your ground troops, then mopping 
up and consolidating your gains. 


18. Put as much care into fulfill- 
ment as you put into the promotion. 
. . . If delivery of the premium is 
slow or if it arrives damaged, or if 
it is not as represented, your pro- 
motion is a flop regardless of its 
sales results for you. A poor fulfill- 
ment policy breeds more ill-will than 
a promotion is worth. 


19. Don’t regard a premium promo- 
tion as a substitute for advertising. 

. A good promotion is always 
better with extra advertising sup- 
port. 
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World’s Smallest Portable Radio . . . Ad- 
vertised as the world’s smallest portable 
radio,’’ this new CBS-Columbia personal 
portable Model 5110 measures 6% x 
4%", is smaller than digest magazine size 
and weighs less than 2 Ibs. It contains 
four tubes, a built-in ferrite rod antenna, 
and operates on self-contained long-life 
batteries. Finger-tip volume and station 
selectors are provided, with Civil Defense 
bands clearly marked on the selector dial. 
The plastic case is available in four colors 
—green, gray, sand and maroon. Avail- 
able through local CBS-Columbia distrib- 
utors, the Model 5110 comes with a 
styled leather-type carrying case and 
shoulder strap and retails for $29.95, in- 
cluding the carrying case and shoulder 
strap. 


20. Don’t be afraid that advertising 
the premium along with your prod- 
uct means spending your money to 
sell someone else’s merchandise. . . . 
Time after time, Starch readership 
studies have shown that your prod- 
uct copy gets a much higher reader- 
ship when there is a premium offer 
in the ad. 


21. Don’t bury the conditions of the 
offer under cloudy wording or mis- 
leading layouts. . . . Consumers and 
dealers are premium-conscious these 
days. They don’t expect something 
for nothing, but are perfectly will- 
ing to meet your conditions provided 
you make them clear. 


22. Use the business press for both 
advertising and publicity. . . . Any 
gain your competitors may get 
through an advance tip-off is more 
than offset by the gain in promo- 
tional impetus for you. 


Incentive Programs 


23. Remember that your dealers, 
jobbers and salesmen are con- 
sumers, too. .. . Don’t expect to get 
by with a fifth-rate promotion just 
because “they’re making money on 
the deal anyway, premium or no.” 
If you need the extra incentive a 
premium can supply, you need a 
good premium offer. 


24. Aim your promotion at the 
whole family. . . . Experience has 


shown that most promotions aimed 
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at men use more than 50% “woman’s 
angle” merchandise, when a choice 
is available. 


25. Give your dealers, jobbers and 
salesmen the opportunity to earn 
any premiums you offer to con- 
sumers. ...If you can afford it, give 
them the premium free at the start 
of the consumer offer. 


26. Make it possible for everyone 
in the distribution system to earn a 
premium if he tries. 


27. Budget for “grief” and guard 
against it. .. . Most humans have a 
touch of larceny buried somewhere 
in their systems. Don’t make it too 
easy for the demon to emerge. Even 
when a district sales manager 
catches a dealer, for example, claim- 
ing a premium for selling 50 cases 
when he was shipped only 20, your 
company loses the argument no 
matter how it turns out. Much better 
to plan so as to avoid it. 


28. Don’t use cash awards if you 
can help it... . It is true that han- 
dling a premium promotion is more 
complex, but the values offered are 
higher and the incentives greater. 
Furthermore, it is difficult to enlist 
the whole family when cash awards 
only are offered. It is too easy for 
Papa to pocket the cash for an extra 
stake in his Friday night poker 
game. 


29. Use a continuity program when 
your major sales problem is to keep 
reorders flowing throughout the year 
in the face of competitive pressures. 


30. Use a one-shot sales contest or 
dealer loading program only when 
your analysis shows that the extra 
load will result in an over-the- 
counter sales increase. .. . If the 
loading is followed by a sharp drop 
in sales, you’re right back where you 
started from. 


31. Don’t use “off-season” promo- 
tions .. . unless you know that the 
field can absorb the extra inventory. 


32. Pre-sell your promotion to job- 
bers in advance if you must work 
through their salesmen. . . . Screen 
the jobbers to determine the accept- 
ability of your promotion. 


33. Combine a continuity program 
with a series of carefully-timed 
“one-shot promotions.” ... If you 
are using a catalog coupon plan, for 
example, try offering bonuses of 
extra coupons or “limited time only” 
offers of higher redemption values 
for special groups of premiums. This 
builds interest in your year-round 
program while providing a “shot-in- 
the-arm” for a specific sales period. 


34. Don’t use a premium instead of 








an “advertising allowance” to buy 
display space at the retail level when 
such allowances are standard in the 
field. . . . Use the premium as an 
extra incentive for extra display. 


35. If you have chain store distri- 
bution, check headquarters of your 
chain store customers before offer- 
ing a dealer-loading premium 
offer which affects sales clerks and 
store managers. .. . Most chains will 
approve such promotions provided 
they are coordinated with the chain’s 
own promotion schedule and meet 
company policy requirements. But 
check first. 


36. Don’t expect a premium offer 
to help if the basic problem lies in 
your package, or your price, or in 
any of the other phases of your 
product policy. . . . It will provide 
an extra incentive, but not the only 
incentive. 


Consumer Premiums 


37. Remember that there are other 
kinds of premiums besides the at- 
tention-getting self-liquidators. .. . 
Look over the tools available in 
terms of your specific needs before 
selecting any one premium approach. 


38. Take another look at points 1-22 
above. 


39. Budget a promotional cost for 
the self-liquidator. . . . Don’t expect 
the price the consumer pays to cover 
more than the cost of the premium 
plus postage and handling (with, 
perhaps, a small margin for “grief’’). 
If you try to make the premium 
carry a larger cost burden, you are 
shaving the value to the consumer 
and paving the way for your promo- 
tion’s failure. 


40. Use a self-liquidating premium 
to increase sales during a relatively 
short time period. 


41. Schedule your promotion for the 
premium offer in advance of distri- 
bution. . . . Schedule your adver- 
tising to break when you are certain 
that all your retail outlets have had 






















Advertising ideas like that just ain't 
selling ice cream!” 
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BABY SITTER’S MEMO 
a natural for the family unit 
approved by Parent's Institute! 









Y DATE-MINDER 
unusual action 
F desk calendar! 





























Most effective 
silent salesmen — 


TS aE 
OR ESOS 
a ee 


ALM Leer LUD CAU TLC 
anyone of these handy little reminders 
can do a man-sized selling job for you any 
day of the week—every day of the year for 
less than the cost of a single phone call! 
They stay in use, stay in sight, keep on 

Sa ae AM ee mh 
Send for facts, figures and samples, now! 


































































ever. popular 
to build lasting 
good-will! 















BUDGET ENVELOPES 
ge boon to home-makers 
holding family purse-strings! 

















493 C Street, Boston 10, Mass. 


















POSTAGE CALCULATOR 
figures mailing-costs quickly 
in office ot shipping room! 


WRITE, WIRE OR PHONE FOR SAMPLES 
of these and other clever business-builders 
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SALESMEN 
Capable of Earning $10,000 Plus! 


If you are a college graduate with selling ability, 
especially in the banking field, this is an out- 
standing opportunity. You will sell an established 
and exclusive line of natural color specialties of a 
very high grade nature to banks and other highly 
rated accounts in exclusive, protected territory. 


Sales are easy, in volume, with over 75% repeat 



















INVISIBLE INK 
POST CARDS 


DIP IN WATER and “Presto”’ your own 
Message and Greeting Appears Instantly. 














; olu . When Card is Dry—Message Disappears 
orders. High commissions. Interviews will be ar- Dipped in Water Again Message Reappears 
eo an complete a00 ET Box “2 c/o Same Card can be Used Many Times. 
vertising Requirements, 200 E. Illinois Street, ' 
Chicago 11, Illinois. HORSE RACE Charts with Invisible Ink 


Winners 








MAGIC HORSE RACE Tissue. Start 
Race with lighted Cigarette for Winners 


JOBBERS WANTED 
Write on Letterhead for Free Samples 


M. E. MOSS AND CO. 
11 Irving St., HARTFORD 8, CONN. 















AR Reaches Out... 


to more advertising agencies than any other 






publication. If you sell advertising services, 


equipment or supplies to or through agencies 


AR is All Right... For You 
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‘PREMIUMS 


... to suit 
your budget! 


MIXER 
PITCHER 


#157 


DETACHABLE 
HANDLE ; 
REFRIGERATOR SPACE SAVER 


ps (5 


THE HARD WAY THE EASY WAY 
SE me ee OR NO ee 


DO ALL KITCHEN 
SET (SPATULAS) Jn 





——— 


Bu 


FLEXIBLE & UNBREAKABLE 


Ice Box Cookie Molds. 


#156 Je) 





Put real “SELL” in your future saies, 
with these high-quality, moderately 
priced premium |items. 





sat ae 
=/amto Ware a For full details write: 


FLAMBEAU PLASTIC CORP. 
501 Kane St., Baraboo, Wis. 
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an opportunity to stock the offer or 
the display and tie-in material. 


42. Don’t try to measure the effec- 
tiveness of media advertising for 
your premium offer by the number 
of responses unless you have had 
prior experience to use as a gauge. 
. . Media advertising is a useful 
softening-up process; the point of 
sale can make or break a self- 
liquidator, except for radio and tv 
offers tied-in with the program. 


43. Don’t look down your nose at 
the “standard” self-liquidating pre- 
miums—cutlery, houseware, silver- 
ware, china, etc.—just because they 
are not new. . . . Novelty can pro- 
duce some colorful and dramatic 
successes; it also produces some 
spectacular failures. 


44. Always try to incorporate a 
“bounce-back” in your mail-in pre- 
mium offers . . . whether a repeat 
offer for more of the same premium 
with additional cash plus proof-of- 
purchase or an offer for related 
items. The bounce-back increases 
the life and pulling power of your 
offer at very little extra cost and 
with no waste circulation. 


45. Plan your point of sale support 
so that the premium offer is on the 
package ... or as close to the pack- 
age as you can get it. 


46. Don’t offer a premium that re- 
quires extra space at the point of 
sale . . . unless you are able and 
willing to offer extra inducements 
for the extra space—either in direct 
or indirect payment. 


47. Always select as a self-liquidat- 
ing premium one which can be de- 
scribed in the shortest possible copy 
and whose impact can be shown in 
simple illustrations. .. . That is one 
major advantage of brand names, 
but not the only one, nor must the 
premium be a brand-name to fill the 
bill. 


48. If you are using tv as a medium, 
select a premium which can be 
shown in action at low cost. 


49. Remember that a bargain alone 
is not a sufficient inducement to 
make a consumer want a self-liqui- 
dating premium... . Get your 
“reason why” across for the pre- 
mium just as you do for your prod- 
uct. The woods are full of distress 
merchandise at “bargain” prices. 


50. Don’t try to self-liquidate a pre- 
mium which should be a giveaway 
or an advertising specialty. 


51. Don’t try to self-liquidate a pre- 
mium which is packed in with your 
product or attached to the product 
so that it can not be separated. 













Wallet Insert . . . Kard-Pak is a new 
wallet insert that fits smoothly because 
it has no spiral binding. It holds 16 cards 
or pictures. Made by Kirk Plastic Co. 
(Los Angeles), Kard-Pak is flexible plas- 
tic and will not dry out, crack or tear, 
according to the company. Retail price is 
39c, with prices on large quantities, im- 
prints and other information available 
from the company. 


CCREROOCCROOREOREORORRRORGGECEGRGEOERECOREREOCERRCCERERGRERREceeeREeeeeeeteeee 


52. If your giveaway is relatively 
costly, pack it inside the package ... 
or devise a special package which 
guards against pilferage. 


53. If your giveaway is of very low 
cost, don’t try to fasten it so securely 
that the package is defaced by pil- 
ferage. . . . The cost of the stolen 
premium is far less than the cost of 
a damaged product. 


54. Try a factory pack or other form 
of giveaway in a competitive situ- 
ation as a counter to price cuts. ... 
It is usually cheaper than a deal 
and doesn’t raise hob with your 
dealers. 


55. Try a continuity premium offer 
such as a coupon plan or a multi- 
unit set (utensils, silverware, etc.) 
when brand-switching is a problem. 


56. Treat your initial offer in a con- 
tinuity plan as though it were a one- 
shot promotion . with specific 
premiums featured that are easy to 
obtain and useful with or without 
the other items in the set. 


57. Consult experienced hands in 
the business when budgeting a con- 
tinuity program. ... Remember that 
you must set up reserves and be 
prepared to fill orders for some time 
after you have stopped promoting, 
and for a longer time than is the 
case with a self-liquidator. 


58. Don’t expect a continuity plan 
to start with a tremendous surge. 








... It is characteristic of these plans 
that they build through time with a 
fairly steady rate of growth. 


59. Give your continuity plan a 
periodic stimulant with special offers 
and promotions to offset the cus- 
tomers who have dropped out and 
to build a larger audience. 


60. Investigate the possibility of 
making your premium coupons co- 
redeemable with those of other non- 
competitive advertisers. ... As the 
cost of merchandise increases, co- 
redemption makes it possible for 
consumers to save enough coupons 
for worth while premiums at a faster 
rate. 


61. Use a coupon plan when you 
want to aim at the largest possible 
market. . . . Use a continuity plan 
featuring one kind of merchandise, 
like silverware, when you want to 
tailor your premium approach to 
one segment of your market. 


62. Don’t go into a coupon plan 
without careful planning and budg- 
eting. . . . It is relatively easy to 
start, but it can not be turned off 
quickly. 


63. Look into the possibility of pro- 
moting your coupon saving via hos- 
pitals, churches, schools, PTAs, etc. 
. . . Members turn coupons over to 
the institution, which then redeems 
them in order to carry out needed 
projects or for needed supplies and 
recreational equipment. This bulk 
saving is a public relations asset as 
well as a sales tool for your product. 


64. Unless you have the resources 
to build and maintain a premium 
catalog with a large variety of de- 
sirable merchandise, use a service 
company to run your coupon pro- 
gram for you. 


65. Include dealers and jobbers in 
your consumer coupon plan and give 
them an opportunity to redeem 
coupons for items not in the con- 
sumer catalog which they can use 
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“Among the Pharaohs it's pyramids two 
to one.” 








in their business. ... (One company 
has been successful in giving dealers 
coupons instead of cash for their 
advertising allowances; the cash just 
disappears as a bookkeeping entry, 
whereas the premiums earned by 
the coupons are tangible reminders 
of the advertiser and his product.) 


66. Use constant reminder copy in 
your regular advertising copy to 
promote your continuity plan... . It 
takes very little space but often 
makes a difference in the consumer’s 
decision to buy. Don’t forget that a 
share of the market always intends 
to start saving for the offer but 
never does. They just buy the prod- 
uct. 


67. Study your redemption pattern 
carefully. ... It can tell you how to 
strengthen the offer and where your 
market lies, so that you can build 
its strength month by month and 
year by year. 


Traffic Builders And 
In-Store Promotions 


68. Don’t use your own product as 
a premium. ... Whether you are an 
appliance manufacturer trying to in- 
crease the number of store dem- 
onstrations for your dealers or a 
supermarket operator trying to build 
store traffic and increase the average 
purchase, it just doesn’t pay. This 
situation is one of the few cases 
where premium use depreciates the 
value of the product and becomes 
an ill-concealed price cut. It also 
just doesn’t work, as test after test 
proves, nearly as well as using an- 
other kind of product entirely. 


69. Show the premium in prominent 
displays wherever it is feasible to do 
so. . . . Put it up where the con- 
sumer can touch and “smell” it. The 
only possible exception is in the case 
of an extremely well-known na- 
tionally advertised brand. 


70. If a contest is the vehicle, avoid 
“write-ins in 25 words or less” ex- 
cept where state law requires it... . 
It reduces the response and adds 
nothing to the value of the promo- 
tion. 


71. Work with the local dealer or 
distributor of your premium mer- 
chandise wherever possible .. . even 
though you made the deal directly 
with the home office or a manufac- 
turer’s representative. He can throw 
in lots of extra promotion in ex- 
change for a few plugs, and his 
long-range ill-will regarding your 
“competition” (regardless of the fact 
that you can prove his business is 
being helped) is converted into lots 
of good-will. 


72. Make certain that adequate 





Tee aie 





“COL-FAST” 








ADVER-TIES, T-St 
CLOTH TABLECL 
Custom Printed in 
YOUR product, sales message or 


slogan attractively and colorfully 
imprinted in detail. 





Custom de- 
signed cloth 
tablecloths and 
napkins—for gifts, for promoting 
your product in restaurants, tav- 
erns, etc. Wonderful for rathskel- 
ler use and informal luncheons. | 


Victoria ex- 

clusive . .. 
NEW Kentucky Colo- 
nel Ties, for centen- 
nial celebrations. 


FOR PROMOTIONS .. . 
PREMIUMS . . . SALES- 
MEN ... MEETINGS... 
GIFTS. 


512 Lucas, St. Louis 1, Mo. 
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Increase your sales, 
create good will and secure new cus- 
tomers this summer by offering Free 
Admission and Ride Tickets to Pali- 
sades Amusement Park .. . 


AT NO COST TO YOU! 


Here is a PROVEN sales promotion 
that has brought successful results to 
such companies as Colgate - Palmolive 
Peet, Breyers Ice Cream, Pepsi-Cola, 
Oxydol, ete. 


The popularity of Palisades Amuse 
ment Park throughout the entire Metro- 
politan area—covering 10 million New 
Yorkers and Jerseyites — makes this a 
surefire tie-in for your local TV, radio 
and newspaper ads 


For further information concerning 
plan to fit your particular needs con- 
tact 

SOL ABRAMS 
Bert Nevins, Inc. 


152 W. 42nd St., N.Y.C. Wisc. 7-9715 
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Smart Soft Drink 
Bottlers Use Balloons to 


@ Increase brand recog- 
nition 


@ Increase sales with 
balloon give-aways 


@ Merchandise radio and TV advertising 


Because 


PIONEER Qualatex Balloons 


@ Are inexpensive and long lasting 


@ Have real toy value as premiums 






@ Reach parents thru demand 
of the kids 


@ Carry your message 
wherever they go. 


Get ideas, samples and im- 
rint information from our 
remium Department. 





we PLONEER S285, 


410 Tiffin Read « wae, Ohio 
l / , ae 
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PU ee ara el) id, 
TO YOUR SALES PROMOTION 


Fires-up sales and dealer programs, 
conventions! for Executives, Salesmen, 


Dealers .. . Valued as business gifts! 


MILLER BEER 


a 


Your trademork, logo, 
slogan, or product, col- 
orfully reproduced on 
regular or bow ties, will 
symbolize the cooperative good will 
that marks every successful business 


EULA! 


Designed to your needs . . . dignified 
or flamboyont . . . this HAND MADE 
neckweor of distinctive quality will 
add punch to your sales program, con- 
vention, new-product announcement 
or any speciol event. Top quolity in 
any quantity . . . one unit or o million! 
write TODAY for de- 
tails. Furnish ad samples 
and estimated quantity. 


AMERICAN 


NECKWEAR MFG. CO 


DEPT.AR 
320 S$. FRANKLIN ST. 
CHICAGO 6, ILLINOIS 


teadt waee 


. for more details circle 355, page 135 


70 * ar * April 1955 

























service arrangements have been 
made if major appliances such as tv 
sets, washers, refrigerators, dryers, 
etc. are involved. 


73. See point 15 above. 


74. Don’t give away something you 
would be ashamed to sell. . . . The 
magical word “free” retains its magic 
only if the free offer is something 
the consumer might want to buy. A 
free paring knife that doesn’t cut 
anything but fingers defeats the ob- 
jective of your promotion. 


75. Try to find a premium which 
can be built into your advertising 
themes to point out the advantage of 
your product or your store. ... Don’t 
forget that the premium offer gets 
higher readership for your, adver- 
tising. Capitalize on this to get some 
selling points across. 


76. Select a premium which has a 
natural tie-in with your featured 
product (a mixer with a refrigerator, 
a polishing cloth with shoe repairs, 
housewares with supermarket pur- 
chases, etc.). 


77. Don’t make your “minimum 
purchase” requirements too high. 
... Analyze your traffic average and 
set your target at a reasonable goal 
above your present average. Build 
the average step-by-step with re- 
peated promotions. 


78. Keep your self-liquidating price 
in line with what the consumer has 
been led to expect by national offers. 
... If your price is too low, the con- 
sumer begins to suspect the quality; 
if it is too high, you have lost your 
promotional impetus. 


79. Give your salesmen, clerks and 
store managers a thorough briefing 
on how to handle the premium offer. 

Make your story simple and 
easily remembered. Don’t forget 
that, no matter what your adver- 
tising says, uninformed store per- 
sonnel can ruin the effectiveness of 
your premium. 


80. Regardless of the kind of pre- 
mium promotion you are planning, 
remember that a premium is not 
“something for nothing.” It is “some- 
thing extra” in exchange for an extra 
purchase or an extra sale. Value 
your premium as highly as you value 
the action the recipient must per- 
form to earn it. And make your deal 
as attractive as you would make 
any face-to-face deal in your every- 
day business affairs. 


>These are only a few of the do’s 
and don’ts in premium promotions. 
Some of the omissions are perhaps 
more important than points that were 
included. Some may even be contro- 
versial. But I think they are all 











relevant to today’s shifting situation. 

One thing is certain. No longer 
can many advertisers count on their 
premium promotion’s success simply 
because it is the only one in the 
field. Competition is greater than 
ever and promises to grow still more 
in the coming months. It is no longer 
a competition between a premium 
offer and some other device as often 
as it is a competition among pre- 
mium offers. 

The challenge to all advertising 
and promotion men is to call upon 
all their resources of know-how, 
creative ability, and imagination to 
make premium advertising a more 
effective tool of selling. In the 104 
years of premium advertising, we 
have only scratched the surface. 44 


Colorful Catalog Shows 
Dow Executive Gift Line 


A new approach in presenting ex- 
ecutive business gifts has been devel- 
oped by Louis F. Dow Co. (St. Paul). 
Rather than the usual method of us- 
ing catalog sheets or relatively inex - 
pensive folders, Dow has prepared 
a colorful 68-page catalog. 

The Dow catalog is 10x14”, offset 
printed in full color on heavy stock. 
Hundreds of items are shown in full- 
color in large illustrations. Gifts pre- 
sented include such items as small 
electrical appliances, pens, pencils, 
fancy foods, desk accessories, light- 
ers, clocks, items for the home, lug- 
gage, books, cameras, billfolds, etc. 

Most of the items shown can be im- 
printed with the giver’s and/or re- 
cipient’s name. Prices range from a 
few cents to over $50 for quality 
items. 


For your copy circle No. 310 on the 
Reader’s Service Card inside back cover. 


Dashboard Writing Desk 
Makes Note Taking Easy 


A travel-desk to make note tak- 
ing easy for automobile drivers is 
described in literature offered by 
Robray Mfg. Co. (Chicago). The 
travel-desk also may be used for 
holding maps, papers, route lists, etc. 

Custom designed to fit all car in- 
teriors, the travel-desk includes a 
644x110” clipboard, writing pad and 
magnetic pencil. It swings under the 
dash when not in use. Four level- 
ing screws keep the travel-desk level 
regardless of the dashboard angle. 
Finish is in either chrome or gray 
hammerloid. 

The company suggests its use by 
executives, salesmen, routemen, 
truck drivers, cab drivers, shoppers, 
police cars, etc. Full information is 
available from the manufacturer. 


For your copy circle No. 311 on the 
Reader’s Service Card inside back cover. 
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as a promotion tool according to a 


special AR survey to determine how 


While 1954 was a banner year for 
premium suppliers, they can expect 
even greater heights than last year’s 
reported $1.3 billion volume during 
the coming year. This was clearly 
indicated by a special AR survey to 
determine how advertisers and agen- 
cies buy and use premiums. Accord- 
ing to advertisers surveyed, 51% who 
used premiums during 1954 will use 
more this year and an additional 
13% who didn’t use premiums last 
year plan to use them in 1955. 
Premiums have become a major 
factor in advertising and promotion 
programs. According to the survey: 
e 61.3% of the advertisers replying 
indicated they are currently using 
premiums. 
e More than 90% of the agencies re- 
plying reported that they are usually 
consulted on selection of premiums 
and 78% are regarded as experts on 
this subject by their clients. 


> AR’s survey was sent to 500 ad- 
vertisers and 500 agencies. The an- 
swers came back from 19% of the 
advertisers and 23% of the agencies, 
representing a good cross-section of 
national advertising. 

While the questionnaire didn’t go 
into the question of quality of pre- 
miums, many of the answers indi- 
cated that this point is uppermost in 
the minds of premium buyers and 
that it will be stressed heavily in the 
future. One widely known adver- 
tising manager commented: 


ow Advertisers 


uy Premiums 


Premiums are becoming more important 


admen select and buy premiums. 









“We are interested in the advertis- 
ing of premiums because we have 
found from experience that it is the 
nationally advertised quality prod- 
ucts which do the best job for us in 
the field. Since we have established 
a reputation for the quality of our 
own merchandise, we are not satis- 
fied to have it tied in with anything 
which does not have a similar repu- 
tation for quality.” 


How Advertisers Use Premiums 


1. Have you offered one or more 
premium deals during the past year? 


© No... 36 
e Yes. 49 
e Yes, to retail grocers 1 
e Yes, on both consumer & 


retail level . 


2 
e Yes, on secondary brands 1 
e Yes, trading cards 1 
e Yes, in self-defense 1 
e We don’t, but our dealers do 1 
e We have several premium 
deals going all the time 1 
Total replying . 93 


2. Who in your organization usually 
originates the idea of a premium 
offer? 


© Advertising manager 15 
e Sales manager 8 
e Director of advertising & sales... 1 
® Sales promotion manager 3 
e Advertising manager or 

sales manager 2 
© Committee 2 


e Merchandising manager 






Vice-president 

President 

Sales manager or agency 
Premium manager 
Marketing director 
Advertising manager, 
merchandising manager, 

or agency ' 
Advertising or merchandisin 
manager ; 
Advertising agency 


Advertising manager or agency 


Total replying 


4 









pee phe 


1 
1 
1 
1 


3. Who, by title, makes the final de- 
cision on the premium to be pur- 
chased? 


Committee 

Advertising manager 
Sales manager 

President 

Advertising manager & 
sales manager 
Vice-president charge of sales 
Director of sales 

and advertising 

Sales promotion manager 
General manager 
Vice-president 

Premium manager and 
sales manager 

Sales manager and 
general manager 
Consumer via sales tests 
Total replying 


12 
9 
7 


4 


wo > 


w 


pa ed 


1 
48 


4. Does your agency participate in 
discussion of plans for premium mer- 


chandising? 
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e Yes — 
e Sometimes . ssineinaii po maeniicatilaas 3 
® Rarely ......... SF icone Recenblitonia 1 
e To minor degree.................. ai ected 1 
e Not enough aie tases 
® Occasionally a x2 
e No ecenteiicies a 

Total replying giitcnceni 


5. Is the trend in your use of pre- 


miums toward selection of self- 

liquidating items? 

e Yes ; 39 

® Yes, at consumer level... <a 

e No : a2 

e No, coupon operation Sowhaeian 
Total replying ee 


6. Do you expect to make greater or 
less use of premiums in your mer- 
chandising program for 1955? 


© Greater . ; we 
e Less cae 
e Same 16 
e Non-users in 1954 who will use 
premiums in 1955 <n 
Total replying , 56 


7. Do you buy direct from premium 
manufacturers or from jobbers and 
distributors? 


CD Shiites ae 
e Both Sa coat 
e Jobbers & distributors. oe 
e Through premium service 
organizations 1 
Total replying 53 


8. What is the most successful pre- 
mium offer you have ever employed? 

Answers included the following 
items for consumer premiums: 
watch, plastic pencil box, pouring 
spout with cellulose sponge, silver- 
ware, ring, world map during World 
War II, doll, lemonade stand kit, 
baby tumbler, polishing cloths, base- 
ball kit, candy dish, set of steak 
knives, glassware, 32-piece dinner- 
ware set (one piece free with $10 
purchase), dishtowel packed in every 
box of soap. 

Miniature furniture, garden seeds, 
chinaware, refrigerator dishes, flash- 
light, Silex coffee maker, nylon 
stockings, plastic salad bowl and 
tongs, windshield wipers. 

The following items were men- 
tioned for trade premiums: marking 
pencils, clipboard with inventory 
pad, Skotch Kooler and grill, pen- 
pencil, raincoats, coffee percolator. 


How Agencies Buy Premiums 


1. Do you regularly advise clients 
on the purchase of merchandise to 
be used as premiums? 


e Yes : . 90 
e Some clients Settles 4 
@ Occasionally ert ee 9 
e No ae 12 


Total replying 


2. Do your clients consult you on 
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the specific items to be purchased 
for these purposes? 


rN, oe ee ee ee 
e Some clients do............................ 4 
assem a 
ge ite ere eS le aL ee 1 
I ee a 5 


Total replying : 


3. Do you have a premium depart- 
ment? 


e Yes . sdk . 27 
© No .. co aie . 87 
e No—group decision ................... 1 
e Handled by merchandising... 1 
e Handled by research............ 1 


117 
4. If so, does it test, select and pur- 
chase premiums for clients? 


Total replying ... 


e Yes << ae 
e Sometimes .. 1 
e Tests & selects only 2 
e Account executive does 1 
* 


Have no premium department, 
but do test, select and buy for 


clients Pi te 1 
e Testing done by account 
Gmecutives. ...................... - - 


e Merchandising department 


BY OE fis f 
e We buy only after clients’ 

approval age cio teh aa 

Total replying . 30 


5. Do you usually recommend the 
use of self-liquidating premiums? 


i cides ae 
e No ede 
e Sometimes . 20 
e Frequently | ti 1 
e When possible sadecatde. 
@ Depends on cost. bf ied 1 
e Depends on problem aimee 
e Depends on product 1 
e Depends on premium use. e 

Total replying .... 9 


6. Do you forecast larger purchases 
of merchandise by your clients for 


use as premiums and specialties in 
1955? 


e Yes . sl 
e No ps ace . 3 
e About same ..... Sdcceksbamessiacesoe 
e Premiums, yes; 
specialties, no ........ celal 
e More self-liquidators —........... —— 
Total replying intense 


>Among the most significant and 
important conclusions which may 
fairly be drawn from the results of 
this study of premium buying are 
the following: 


1. The premium market is growing. 
Increased competition is stimulating 
the use of premiums, and 51% in- 
crease in premium usage in 1955 is 
predicted by advertisers. 


2. New premium users are coming 
into the market. Of advertisers re- 
sponding to the questionnaire, 13% 
of previous non-users expect to em- 











ploy premiums in their 1955 mer- 
chandising programs. 


3. The initiation of premium usage 
is usually the responsibility of ad- 
vertising and merchandising depart- 
ments, with buying authority also 
heavily concentrated in this area. 


4. Advertising agencies are far more 
important in the selection of pre- 
miums than is generally believed. 
Advertisers report reference of pre- 
mium plans to agencies, and agencies 
acknowledge increased responsibil- 
ity in this field. 


5. The larger agencies have special- 
ized premium departments, but the 
function is performed in smaller 
agencies by account executives and 
those having other duties as well. 


6. Premium usage includes both 
consumer and trade merchandising 
operations, and the choice of pre- 
miums varies according to the group 
for which they are intended. 

7. While a majority of advertisers 
report buying direct from manufac- 
turers, jobbers and distributors are 
also important sources of supply. 
This applies especially to distribu- 
tors who have broad lines of items 
available for premium use. 44 


Offer Packaged Plants 
As Low-Cost Premium 


The development of new packag- 
ing materials has resulted in an un- 
usual premium item being offered by 
Vosters Nurseries & Greenhouses 
(Secane, Pa.). Vosters is offering 
philodendron, ivy and nephthytis 
packaged in special cellophane bags 
which keep the plants fresh and alive 
for at least ten days. 

The plants are in an aluminum 
boat packaged in a cellophane bag. 
An advertisement can be attached to 
the package. The plant is said to need 
no special attention or care. 

The packaged plants are available 
for 1814¢ each in lots of 1,000. A fold- 
er describing the premium is avail- 
able. 


For your copy circle No. 312 on the 
Reader’s Service Card inside back cover. 


Prize Catalog Offered 


The new 64-page 1955 edition of 
its catalog of merchandise prizes has 
been issued by Cappel, MacDonald & 
Co. (Dayton, O.). More than 1,500 
nationally-advertised items to be of- 
fered by businesses as awards in 
sales contests and other incentive 
programs are described. Many of the 
items are shown in color in the cata- 
log. 


For your copy circle No. 313 on the 
Reader’s Service Card inside back cover. 


Celebrities enjoy Milwaukee-style hospitality. Left to right, Edward Hunt, of the “Seven Year Itch” 


cast; Charlton Heston, Paramount movie star; Julie Sengstock, former brewery guide, and Lydia 
Clarke, Mr. Heston’s actress wife, sample some Pabst brew. 


Gemutlichkeit 


Milwau 


By Benn Oliman 
AR Milwaukee Correspondent 


Turn the average tourist loose 
anywhere in or near the city of Mil- 
waukee, Wisconsin, and chances are 
that he will wind up paying a visit 
to one of the four major breweries 
in this, the “beer capital’ of the 
world. 

An estimated 200,000 people from 
all parts of the globe come here each 
year to trail behind a brewery guide, 
marvelling at the ingenious ferment- 
ing and mechanical processes that 
bottle, keg and can so much of the 
cheery liquid that gives Milwaukee 
its distinctive reputation. 

Another 100,000 “special guests” 
annually make more intimate con- 
tact with the unique brewery hos- 
pitality facilities. This latter segment 
of visitors arrives in groups, usually 
conventioneers, gatherings of civic 
and fraternal leaders, and even 
groups from schools and churches; 
and is usually favored with free, de- 
liciously tempting buffet lunches and 


dinners along with generous sam- 
plings of beer. 


>Query the average person, and 
he'll assure you that making beer 
is the major industry in Milwaukee. 
Of course, it really is not so, since 
this is one of the most highly indus- 
trially diversified cities in the world. 
Only a fraction of its total working 
force draws a paycheck from the 
breweries. Heavy machinery manu- 
facturing, for instance, far exceeds 
the dollar volume of the city’s highly 
vaunted beer output. 

For years the breweries have suc- 
ceeded in maintaining in the pub- 
lic’s mind the belief that Milwaukee 
and beer are synonymous. This com- 
monly held belief does not come 
about by accident. To keep the pub- 
lic aware of the eminence of Blatz, 
Miller, Pabst and Schlitz in the 
brewing field, their public relations 
staffs work hard and spend lots of 
their firm’s money. They accomplish 
the results they seek by utilizing 
most of the ordinary channels of 


Every year thousands of visitors 
take advantage of the steins of 
free beer offered by Milwaukee 
brewers. Entertaining the visitors 
is an important part of their pro- 
motion efforts and they do it in 
high style. 


kee-Style Hospitality 


opinion moulding and advertising 
open to all other industries. In addi- 
tion, they also effectively employ 
some techniques few businesses can 
copy because of the very nature of 
this industry. 

“Gemutlichkeit” is the German 
idiomatic expression which for gen- 
erations was the goal pursued by 
the breweries here in their personal 


Stein Hall... Miller High Life converted 
a restaurant, located across the street from 
its plant, into a hospitality center for the 
brewery’s guests. 
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contacts with the public. Defined by 
Webster, the odd sounding term de- 
notes, “Geniality; easy going kind- 
liness and good nature; comfort; 
coziness.” Today’s brewery public 
relations workers hardly use the 
term—few of them can even pro- 
nounce it properly, despite the fact 
that it actually wraps up what they 
are trying to accomplish with what 
they label nowadays their “Guest 
Relations” or “Special Services” de- 
partments. 


“Guest Relations” and 
“Special Services’ departments tar- 
get their activities toward two 
classes of people: 


> Brewery 


1. The casual visitors, or tourists 
. who take a guided tour ending 
with a visit to the hospitality rooms 
operated on the premises by each 
brewery for free samplings of beer. 
This category accounts for about 
70% of the 300,000 people who an- 
nually visit Milwaukee breweries. 


2. The special guests usually 
groups of 20 or more persons, and 
frequently numbering in the hun- 
dreds. These groups most likely will 
not actually tour the plants, but 
make use of the interesting halls 
and auditoriums provided for their 
use by the breweries. More than 
likely, in addition to the beer they 
will be served a lunch or buffet 
dinner “on the house.” About 80% 
of the people in this category are 
local people. 


The fact that the breweries con- 
duct these programs for visitors at 
all, is prime evidence of their recog- 
nition that their ability to remain 
in business is dependent upon the 
public’s good will. The shattering 
blow the brewing industry suffered 
a generation ago with Prohibition 
taught them indelibly the importance 
of retaining the favor of all seg- 
ments of the citizenry. Whatever 
their unique “giveaway” programs 
cost them can be constructively 
written off as insurance if it con- 
tinues to bring favorable results. 


> These programs, designed to meet 
the public face to face at the brew- 
eries, are operated separately from 
the remainder of the advertising ac- 
tivities. The budgets and staffs are 
sizeable and autonomous. Complete 
figures for the total cost of each 
brewery’s handling of visitors and 
guests are not available, since many 
of the fixed and incidental expenses 
are difficult to trace. Walter Moyni- 
han, in charge of Special Services at 
the Miller Brewing Co., estimates 
that his firm allots about $200,000 
each year to cover the costs of his 
division’s work; while Walter Kess- 
ler, of the Pabst Brewing Co.’s coun- 


Pabst Blue Ribbon hall 


terpart organization, says that $100,- 
000 annually comes close to the figure 
Pabst spends. 

The variance in the annual budg- 
ets of these two special services or- 
ganizations is due to the fact that 
the Miller Brewing Co. has only 
within recent years joined the ranks 
of the major producers of beer, and 
is making up for lost time. A few 
years back its output of beer was 
limited to slaking the thirsts of the 
midwest region. When Miller be- 
came a “shipping beer,” battling for 
nationwide distribution, it not only 
enlarged its production facilities, but 
also re-geared its methods of pub- 
lic relations and encouraging of plant 
visitors. Today, Miller aggressively 
allots more money than any of its 


“The Caves,” Miller dining room 


ee 


local competitors to its special serv- 
ices setup. 

Sharp climbs in the total number 
of “special guests” since the budget 
boost by Miller reflect the effective- 
ness of the program. In 1952, “spe- 
cial guests” totaled 22,000. In 1953, 
despite Milwaukee’s crippling beer 
workers’ strike, Miller entertained 
28,000, and the 1954 total zoomed 
to 48,000. 


> Visiting the Milwaukee breweries 
has become one of the town’s major 
attractions. The process of luring 
these visitors gets its impetus a 
number of miles out of town, on the 
major highways leading into Mil- 
waukee. Huge, attractive billboards 
invite the motorists to visit the 


po} 








breweries while in the city. Since 
Milwaukee is situated on main roads 
to the northern Wisconsin vacation 
region, and now also attracts many 
thousands of baseball fans to its 
County Stadium, where the National 
League Milwaukee Braves are seen 
in action, these highway invitations 
pull a large share of the guests. 

The plant tours normally take 
about 45 minutes. Informality is the 
keynote, and the friendliness of the 
uniformed guides reflects the entire 
purpose behind the sightseeing pro- 
grams. Not so long ago, Pabst Brew- 
ing Co. hired a pretty young lady 
as a guide. She drew a lot of na- 
tional publicity for invading what 
has traditionally been a man’s pur- 
suit. When she left her job, however, 
after a relatively brief stay, she was 
replaced by a man. 

Schlitz Brewing Co., whose beer 


ait 
ee 
os 


Blatz auditorium barroom 


output and plant dimensions out- 
rank the others, has for several 
years used a sightseeing bus for the 
convenience of its visitors. A walk 
to all corners of the Schlitz domain 
covers more than nine city blocks, 
a fact that makes most of the foot- 
sore vacationists appreciative of the 
company’s bus when they finally 
settle down in the cozy Schlitz 
Brown Bottle to sip their brew. 


> Balconies and special viewing sec- 
tions have been constructed in all 
of the breweries to permit visitors 
to view the machinery in operation 
without endangering themselves or 
disturbing the men at work. Visitors 
never fail to be impressed with the 
cleanliness of the conditions under 
which beer is brewed and packaged. 


Blatz Brewing Co. equipped its 
shiny, new building with a helpful 
loud speaker system. In areas where 
the din of the machinery makes it 
difficult for a guide’s voice to carry, 
all he has to do is press a button 
and a tape recorded message takes 
over. 

During the months of July and 
August the peak in the number of 
casual visitors is reached. To aid in 
handling this heavy seasonal traffic 
the breweries employ a number of 
college students to work as guides. 
All receive intensive training to en- 
able them to answer questions in- 
telligently and explain briefly the 
various procedures of modern brew- 
ing. 


> Brewery construction undertaken 
in this day and age recognizes the 
importance of the sightseer as well 





as the assembly line. As an ex- 
ample, the new brew house, designed 
for Miller Brewing Co. by Brooks 
Stevens, features six giant, gleaming 
copper kettles behind wide open 
glass walls to permit easy viewing 
for anyone passing by. 

Visitors to Blatz wind up their 
tour in the most sumptuous bar that 
many of these people have even 
seen. The 90’ horseshoe bar is of 
modern design, and its rich wall 
panelling is constructed of solid 
Wisconsin black walnut wood. Above 
the bar is a tremendous figure of 
Ceres, the goddess of grain and har- 
vests. A highlighted feature in the 
bar is the amazing Blatz collection 
of historical and artistic beer steins, 
which has been insured for $100,000. 


Miller’s hospitality facilities in- 


clude three separate rooms in the 
High Life Inn. Their size and rela- 
tive stature as VIPs determines the 
room used for any of the groups. 
The plush Champagne Room is sel- 
dom seen by the average visitor. 
The Caves, a subterranean area 
carved out of rock 91’ underground, 
and used many years ago for aging 
and storing kegs of beer, is now 
also being shown to visitors. Pabst 
boasts of its warm, cozy, Blue Rib- 
bon Hall, where tourists and “special 
guests” congregate, while Schlitz’s 
comparable room is the famous 
Brown Bottle. 


>A bartender’s job in any one of 
these rooms must be a delightful 
one. No cash for the healthy quan- 
tities of free beer visitors consume 
ever has to cross the mahogany. 
Statistics show that the average vis- 
itor will down four 12-ounce steins 
of free beer. 

In addition to the free beer, vis- 
itors are also given booklets and 
souvenirs to take home as mementos 
of their experience. Miller Brewing 
Company is currently using 8-ounce 
beer glasses for home use, bearing 
its imprint. Pabst visitors come away 
with miniature Blue Ribbon beer 
bottles that cost the brewery about 
7¢ apiece, as well as fancy Blue 
Ribbon buttons and bottle openers. 
All of the breweries give out gen- 
erous supplies of picture postcards 
and bear the additional cost of mail- 
ing them. Pabst last year mailed out 
over a million of these postcards to 


friends and families of its total of 
120,000 visitors. 


> Miller, Pabst and Schlitz, mem- 
bers of the Milwaukee Brewers’ 
Assn., share a clearing house ar- 
rangement to inform each other of 
the groups they have entertained 
and a listing of their next month’s 
reservations. This device was 
adopted to curtail former duplica- 
tion of efforts and limit competition 
among association members. A pol- 
icy of limiting the various groups 
to one brewery meeting per year is 
followed by all. 

Reservations for “special guests” 
facilities are lined up for months in 
advance. Some dates have even been 
set as far as two years ahead. Pref- 
erence is shown to community or- 
ganizations that perform beneficial 
civic functions. A growing number 
of school and religious organizations 
nowadays take advantage of the 
facilities; a far cry from the not too 
distant days when anything even re- 
motely connected with the brewing 
industry was looked upon by these 
same groups as evil and to be 
avoided. 


Entertainers, sports figures, and 
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at SALES 
MEETINGS 


CORRO-S! 


the perfect 
display background 
7 4 


\ 


Makes You the Focal 
Point of The Room! 


It’s effective! Use it as is, paint it, silk 
screen it, decorate it in hundreds of ways; 
use it for charts, graphs, sales messages, 
as a projection screen, etc; it adapts to 
your needs! 


It’s all-purpose! Hundreds of such di- 
verse organizations as du Pont, Allied Chemi- 
cal, U.S. Dep’t of Agriculture, Armour, Bureau 
of Advertising, Equitable Life, Raytheon, 
Etc., have used CORRO-SET for sales meet- 
ings, exhibits, trade shows, product promo- 
tions, etc. 


it’s dramatic! Striking modern design, 
of silken-finished corrugated in beautiful 
pastel blue. Stands 7’7” high, adjusts in 
width from 9’ to 11/10”. 


It’s long-lasting! Philip Morris used it 
98 times as a backdrop for a traveling 
armed-services show! \ 


It’s easyto handle! 
Sets up in minutes, with- 
out tools. Repacks easily, 
Comes in attractive one- 
hand carrying case. 
Weighs only 37 Ibs. 


And it costs only $45 — less than 
you'd pay to ship most conventional displays. 
CORRO-SET can be Fire-Retarded . . . 


see your classified for local Flame-Proof 
Applicators. 


DISPLAY DIVISION 


Gibraltar 


CORRUGATED PAPER COMPANY, INC. 


3 Entin Road, Clifton, New Jersey 
eeeeeeeeveeeeee2e0202808080 
DISPLAY DIVISION, Dept. AR-4 
Gibraltar Corrugated Paper Co., Inc. 
3 Entin Road, Clifton, N. J. 


C) ENCLOSED CHECK FOR $ 
CORRO-SET DISPLAY BACKGROUNDS AT $45. 


C) SEND NEW CORRO-SET BROCHURE 


Company.... 
Address 


a 
@eeeeee#ne*eseeeeseeseseeees 


. for more details circle 407, page 135 
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other prominent personalities can 
really be said to have “arrived” 
when one of the breweries gives a 
special reception in their honor. 
Keen competition exists among the 
brewery public relations staffs to 
land the top celebrities for these 
soirees. The press is always invited, 
and the resulting newspaper cover- 
age amounts to a publicity bonus for 
the hosting brewery. 

A typical list of celebrities who 
have recently met the press at brew- 
ery receptions includes Patti Page, 
Johnny Ray, Esther Williams, The 
Billy Williams Quartet and Barbara 
Ann Scott. 


>Film libraries containing sports, 
travel and institutional message 
movies are maintained for the con- 
venience of groups holding their 
meetings here. Film projectionists 
are provided also, at no cost to the 
visitors. 

Dinner buffets are scheduled for 
late evenings in order to avoid crit- 
icism from local restaurants and 
hotels which may feel the breweries 
are providing unfair competition. 
Outside catering firms furnish all the 
food to the breweries. 

The effectiveness of the guest re- 
lations programs can be readily 
gauged by the manner in which 
they serve as magnets to bring a 
growing number of conventions to 
Milwaukee. Many organizations 
schedule their national meetings 
here largely on the strength of the 
facilities offered for their social 
gatherings by the breweries and 
their outstanding reputations as 
hosts. 

As one of the brewery spokesmen 
put it: “We try to give all of our 
visitors the same friendly and cour- 
teous treatment they would receive 
if they were guests in the home of 
the owners of this brewery.” 44 


Introduction to a tour 


Viewing the bottling 


Relaxing in Schlitz’s Brown Bottle room, visitors 


write “home” on free postcards. 





A color film strip and an inexpensive 


viewer helped Helene Curtis introduce a 


new television show in just 13 days 


How to Introduce 
A New TV Show 


By Bert Enos 
AR Associate Editor 


Helene Curtis Toiletries Division 
(Chicago) allowed itself only 13 
working days to merchandise a new 
tv show to its field force and some 
600 key accounts. 

Why the rush? 

With money to spend on a tv show 
(Helene Curtis was among the top 
35 advertisers in the U. S. in 1954), 
the company couldn’t find a prime 
spot and the right show to sponsor. 

Television magazine (Dec. 5, 1954) 
aired the company’s plight in an ar- 
ticle, “Helene Curtis—$2,000,000 in 
Search of a Program,” that brought 
quick results. 


>In the third week of December, 
“Professional Father” was purchased 
by the company, and the debut of 
the show was set for Jan. 8, 1955. 

In the words of George M. Factor, 
vice-president, “We had to move 
fast enough to help our salesmen 
and outlets realize the show’s full 
sales-building potential right from 
the start, instead of weeks or months 
later, when the ordinary type of 
merchandising program usually be- 
comes effective.” 

A direct mail gimmick provided 
the answer to Helene Curtis’ mer- 
chandising problem. 


> The gimmick was a color film strip 
of 20 frames and a viewer, which 
were mailed to the top executives of 
the 600 key accounts and to the field 
sales force so they would receive 
them Jan. 6 or 7. Threaded to the 


first frame so a busy executive could 
immediately view the strip, the 
viewer was wrapped in a strip of as- 
bestos with a bright red label stapled 
to it. 

“Red Hot!” said the label in bold 
letters. Then, “This news is so red 
hot that we were compelled to send 
it to you between protecting sheets 
of fire-proof asbestos.” 

The 20-frame color film strip in- 
cluded frames describing the show, 
showing tv coverage, picturing the 
performers and pointing out to the 
viewer how sales of Helene Curtis 
products—Suave, Shampoo Plus Egg, 
Spray Net—would increase due to 
the impact of the show. 


> The original color artwork for the 
frames was done in Helene Curtis’ 
own advertising department, while 
the film strip was produced by Pres- 
entation Films (Chicago). The view- 
er was a Mini-Master, produced to 
retail at $1 by Craftsmen’s Guild 
(Hollywood, Cal.). 

One hitch was encountered when 
it was discovered that the viewer 
came equipped with a two-frame 
card holder—a considerable handi- 
cap in trying to view a single frame 
at a time. Quick leg work on the 
part of the Helene Curtis purchas- 
ing department solved that one by 
locating a company—Alpine Camera 
Co. (Chicago)—which distributed a 
single-frame card holder. 

A crew of girls from the Helene 
Curtis assembly line was put to 
work gluing the two card holders 
together so that the film strip could 





be threaded through the two-frame 
holder but viewed through the sin- 
gle-frame holder. The film strip was 
threaded ready to use by the recipi- 
ent, and the glued-together card 
holders were held in place by two 
strips of Scotch tape. 


>In viewing the color film strip, 
the looker pulled the already thread- 
ed film up through the viewer. The 
color film strip served another pur- 
pose, too—it could be readily used 
with a slide projector for sales meet- 
ings and other group gatherings. 

The complete package of viewer 
and film strip cost Helene Curtis 
about $2.50 each, $1.50 each for 20 
frames in color and $1 (retail price) 
each for the viewers. 

The viewers and film strips were 
shipped in special boxes supplied by 
Globe Paper Box Co. (Chicago). In 
addition to the asbestos which was 
wrapped around each viewer and 
which was supplied by F. D. Farnam 
Co. (Chicago), each box contained 
a map showing tv coverage for the 
new show, a fact sheet on the show 
containing 12 points of interest and 
importance to the key accounts and 
field men, and directions in verse 
form on using the viewer. 

The directions in verse were an 
inspiration of Al Kovnat, Helene 
Curtis sales promotion manager. A 
typical verse reads, “You can’t help 
but use the thing right/ Just point 
the viewer at the light/ Then you 
center the ‘start’ frame at the top/ 
Pull each frame up, and at the end, 
stop.” 
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>An important factor in Helene 
Curtis’ merchandising of its new 
show was, of course, the need of 
speed. And in the packing of the box 
for mailing, the company used its 
head—and its own assembly line. A 
crew of some 20 girls was stationed 
on one of the factory assembly belts 
and, using modern assembly line 
skills and methods, packaged the ap- 
proximately 1,000 boxes in half a 
day. 

In addition to the film strips and 
viewers, Helene Curtis backed up 
its merchandising of the tv show 
with other advertising: 

e CBS notified radio and tv editors, 
newspaper supplements and consum- 
er magazines. 

e Helene Curtis ran ads in trade 
papers. 

e Promotion managers of the more 
than 130 CBS-TV stations that would 
carry the show were contacted for 
on-the-air and local promotions. 

e A schedule of advertising was 


used in TV Guide. 


>Three objectives had been set for 
the use of the film strips and viewers: 
e To inform key accounts and field 
men. 

e To see that adequate stocks of 
Helene Curtis products were main- 
tained in all outlets. 

e To insure that all Helene Curtis 
outlets themselves promoted Helene 
Curtis products to tie-in with “Pro- 
fessional Father.” 

While no objective study of results 
has been attempted, in the words of 
Mr. Kovnat, “We know from com- 
ments in the field that the merchan- 
dising program was successful and, 
in particular, the film strips and 
viewers played a very important part 
in winning acceptance for our new 
show and increasing demand for our 
products.” 

There’s no question but that re- 
cipients of the viewers got a kick out 
of them. A salesman in Pennsylvania 
reported that, having left his own 
viewer elsewhere, he asked a cus- 
tomer if he could borrow the cus- 
tomer’s viewer. 

“Sure you can—like hell,” replied 
the customer. “I’m having too much 
fun with it.” The salesman wasn’t 
sore, either. 4¢ 


Tele-Visible Field Pad 
Is Aid for TV Artists 


For artists who are unfamiliar 
with tv screen proportions, the 
“Tele-Visible” field pad can be a big 
help in working accurately and being 
assured artwork is reproduced as 
intended. 

A product of Bienfang Paper Co. 
(Metuchen, N. J.), the “Tele-Vis- 
ible” field pad standardizes the 





78 * ar * April 1955 


Successful Spot Campaign 


The height of something or other was 
reached at Radio Station WPAW (Paw- 
tucket, R. I.) when a spot announcement 
buyer fell so much in love with the prod- 
uct he was advertising he ended up 
buying the product himself! 

Here’s what happened, according to 
Grahame Richards, WPAW program di- 
rector. A real estate agent in nearby 
Greenville bought a spot announcement 
campaign to sell a fresh-water island. 
After the first one-minute spot was aired, 
the agent received more than 50 calls 
from interested listeners. 

Impressed with the immediate re- 
sponse, the real estate agent reconsid- 
ered his decision to sell the island—and 
wound up buying it himself! 





working areas so that artists, print- 
ers, slide or movie photographers 
can work together with known di- 
mensions. The cover of the pad is 
printed with lines and correct open- 
ings indicating the “Full Field,” 
“Scanning Area,” and the “Safe 
Areas.” 

The pad has a cut-off margin that 
corresponds to the “bleed” used in 
magazine and printed art. The pad 
is furnished in three sizes, 11x14” 
for a 10” field, 14x17” for a 14” field, 
and 18x24” for an 18” field. 

Full directions for using the “Tele- 
Visible” field pad are given in a 
folder available from Bienfang 
Paper Co. 


For your copy circle No. 314 on the 
Reader’s Service Card inside back cover. 


CBS Color Camera Chain 


Available to Industry 


The CBS Industrial Color Camera 
Chain, developed by CBS labora- 
tories, is now available to industrial 
users of closed circuit tv, according 
to Robert K. Hartman, CBS direc- 
tor of government and _ industrial 
contracts. Columbia Broadcasting 
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‘,.. and now a word from our sponsor, 
Salt Water Swim Suits.” 





System, through its CBS-Columbia 
Division, recently entered the indus- 
trial tv field. 

Production of the industrial color 
camera chain unit will be carried out 
at CBS-Columbia’s Long Island City 
plant. 

The closed circuit color chain unit 
features a small-size lightweight 
camera that can be remotely con- 
trolled and that switches lenses au- 
tomatically. The camera can be 
connected to any number of color 
monitors. 

It is expected the closed circuit 
color chain will find widespread use 
in such varied fields of industry as 
merchandising, science, education, 
transportation, mining, etc. 44 


70% of Supermarkets 
Using Piped-in Music 


Piped-in music for shopping cen- 
ters is a feature in some 70% of 
America’s supermarkets, according 
to Storecast Corp. of America (New 
York). The figures were established 
following a survey of more than 
18,000 chain and independent food 
stores, reported in the February is- 
sue of Supermarket Merchandising. 

The Storecast System, which oper- 
ates in markets from Chicago to New 
England, utilizes FM radio to trans- 
mit music to stores with an estimated 
customer traffic of 3,000,000 weekly. 

44 





Insulation Scene . . . This is a scene from 
one of the color films Zonolite is using 
in local movie theaters to show home 
owners its insulation material. 


Zonolite Completes 
Movie Commercials 


Five Ansco color movie commer- 
cials have just been completed for 
Zonolite Co. (Chicago) by A. V. 
Cauger Film Service Inc. (Indepen- 
dence, Mo.) for Zonolite insulation 
dealers to use in their local movie 
theaters. 

This makes a total of 18 different 
films that Zonolite is making avail- 
able to its dealers. The company 
thinks that movie theaters offer a 
“ready-made” audience for building 
material commercials. In the color 
films, the dealer shows how insula- 
tion is installed, the types available 
and demonstrates his services. 44 











Crane’s Eye View . . . To give viewers an 
unusual angle of proceedings at an equip- 
ment show in Los Angeles, the television 
camera and cameraman were hoisted into 
the air by a huge truck crane. With the 
help of the PGH crane, the television 
cameraman was able to get an over-all 
view of the show and all the exhibits. 
Anchor men on the ground handled power 
and stabilizing lines for the camera. The 
crane was loaned to the show by Pacific 
Crane & Rigging Co. (Los Angeles). 


Visual Assn. Awards 
To be Made April 12 


Awards for the 3rd Annual Awards 
Competition sponsored by the Na- 
tional Visual Presentation Assn. and 
the New York Sales Executives Club 
will be made April 12 in New York, 
when winners will be invited to 
make their presentations before the 
Sales Executives Club. 

Awards will be made in the fol- 
lowing classifications: 

e Motion pictures. 

e Films and slides, excluding motion 
pictures. 

e Visual presentations other than 
film, such as binders, flip charts, flan- 
nel boards, etc. 

e Direct sales, with the presentation 
accompanied by the salesman and 
directed to the prospect. 

e Sales training, a visual used for 
training company, dealer and distrib- 
utor salesmen or manufacturers’ rep- 
resentatives to sell the product. 44 


Graphics Institute Book 
Useful For Artists, Admen 


“A Visual History of the United 
States,” by Harold U. Faulkner, il- 
lustrated by Graphics Institute (New 
York), serves two purposes for ad- 
vertising people. 

It provides excellent examples of 
pictographs, pictorial maps, visual 





diagrams and graphic stories, and at 
the same time is a fact-filled book 
about the economic, social and politi- 
cal development of the U. S. from 
the discovery of the new world to 
the present. 

The book is an outgrowth of a 
World War II Army Education Proj- 
ect to make American history more 
vivid and meaningful. Graphics In- 
stitute was given an assignment to 
develop a number of wall charts, 
using an earlier book by Mr. Faulk- 
ner as a basis. The charts were so 
well received it was decided to use 
the same technique for a comprehen- 
sive visual history. 

At this point Mr. Faulkner came 
in as a collaborator, made some sug- 
gestions for improving the layouts 
of the graphs, and joined in the 
unique idea of subordinating the text 
to the graphic idea of the book. 


>The result is a 200-page volume 
with each right hand page devoted 
to a full-page pictograph supported 
by text and, in some cases, a smaller 
pictograph or chart on the left hand 
page. 

The graphs, whether they be the 
conventional line and bar chart or 
the more pictorial and graphic pic- 
tograph, utilize a wide variety of 
symbols and methods of presentation 
to tell their stories, thus serving as 
an excellent guide to the person who 
wants to use the pictograph tech- 
nique. 

And for the person who is more in- 
terested in the facts than in the way 
they are presented, there’s a wealth 
of information, including such topics 
as cotton and slavery, the spoils sys- 
tem, economic trends of the 1920’s, 
industrial growth, labor unions, edu- 
cational trends, the depression and 
the New Deal, the U. S. as a world 
power and many, many others. 

Published by Henry Shuman Inc., 
20 East 70th St., New York 21, “A 
Visual History of the United States” 
is listed at $5. 44 
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SALE! 


SAVE MONEY ON 
FINEST QUALITY 
GENUINE WHATMAN BOARD 


DURING OUR 
INVENTORY SALE! 


All perfect sheets—but not standard size 


Size Surface 


19x27” C.P. (Cold Pressed) $1.65 Sheet 
19x27” No. 1 (Medium) 1.65 Sheet 
232x344,” C.P. (Cold Pressed) 2.00 Sheet 
274x412” No. 1 (195 Ib. paper) 3.50 Sheet 
274x412” No. 1 (210 Ib. paper) 4.00 Sheet 
28x42” C.P. (210 Ib. paper) 00 Sheet 
28x42” No. 1 (210 Ib. paper)... ; 


AT THESE DISCOUNTS 


Dozen Sheets—Less 20% 
6 Dozen Sheets—Less 25% 
12 Dozen Sheets—Less 1/3rd 


America’s Largest 
Art Supply Center 


ARTHUR BROWN 
& BRO., INC. 


2 W. 46th St., New York 36, N. Y. 


















Regular Price 
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Tops 





in readership by 


advertising managers! 


Advertising 


Requirements 





Now get move- 
ment on your TV 
slides for almost 
the same cost as 
still slides. 


STAY 


FOR TEN 
SECONDS 


Send for sample 
reel and descrip- 
tive literature. 


1332 S. WABASH CHICAGO ILL. 


357 W. 44th ST., NEW YORK 
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Enthusiastic owners everywhere are reporting fabu- 


lous results from their use. Here’s advertising that can 
be geared to the season, geared to the day, even the 


hour. 


aR 
i Ge Once installed, a changeable copy sign costs you 


practically nothing—it just goes on making money for 


you. Wagner signs can be designed to meet the needs of 
ry U hy i | 7 hy hy any specific situation. Send coupon to obtain full details. 


Installation for Jantzen Knitting Mills, fabricated and erected by Security 
Signs, Inc., Portland, Oregon. The changeable copy area measures 34” 
high by 100 feet long. Wagner 17-inch plastic letters are used to form 
the copy. 


just as they do for 
other alert merchandisers! 


WAGNER SIGN SERVICE, INC. 


112 S. HOYNE AVENUE e@ CHICAGO 12, ILLINOIS 
Please send free catalog on Wagner changeable copy displays. 


NAME__ 


NI ic alpsteeeinsitle 


| 


Gr @ CCAS... 
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A Waterfall for Saal 


A New York landmark gets a new look as Pepsi-Cola takes 


over the famous Bond “waterfall” sign in Times Square. 


By Ted Sanchagrin 
AR Eastern Editor 


By the time you read this article, 
Pepsi-Cola Co. (New York) may 
have unveiled its huge, new spec- 
tacular sign atop the Bond Clothing 
Stores building in Times Square. 
It'll be the world’s most spectacular. 

The Broadway Assn. estimates that 
a goodly portion of the 1,500,000 
persons who visit Times Square 
daily will see the block-long sign 
towering 100’ above the building be- 
tween 44th and 45th Sts. on the 
east side of Broadway. 

Outwardly, the sign consists of: 

e Two 50’ high bottles of Pepsi-Cola 
on 16’ high pedestals at the corners. 
e A 135’ long and 28’ high waterfall 


capped by a 50’ high bottle crown 
in the middle. 


>The bottles with pedestals are set 
in concave niches 48’ high and 30’ 
wide on the building corners atop 
44th and 45th Sts., with the water- 
fall between them, topped by the 
huge crown in the middle. Along the 
base of the fall there’s a 135’ strip of 
lettering 10’ high saying, “The Light 
Refreshment.” 

While these measurements do not 
make it the world’s largest spectac- 
ular, the sign’s intricacies certainly 
make it the world’s most spectacular 
spectacular. Larger signs are the 
38742x76’ Atlantic Coast Line Port 
Tampa Terminals’ lettering job (Feb. 
54 AR) and the 130x195’ Motorola 


tv set, clock and lettering in Chi- 
cago (Jan. 54 AR). 

The Pepsi-Cola sign was designed 
by Fred Kerwer, vice-president, 
Douglas Leigh Inc. (New York), and 
produced by Artkraft-Strauss Sign 
Corp. (New York). Planning began 
a year ago in concert with Pepsi’s 
subsidiary, Metropolitan Bottling Co. 
(Long Island City), with a number 
of designs being considered before 
the present one was chosen. 


> Actual production got under way 
last November in Artkraft-Strauss’ 
huge 12th Ave. plant, with a total 
of 125 men . metalworkers, elec- 
tricians, painters and riggers . 
assigned to the project. 

While the sign is, in essence, an 
adaptation of the former and famous 
Bond Clothes sign, which also fea- 
tured a waterfall, the: Pepsi spec- 
tacular is more than a repetition of 
the cascade theme. The Bond sign 
was not a Leigh project, the com- 
pany points out. 


Signs & Identification Materials + 81 





ca 


who needs a low- 


advertiser 


cost item that is in 


good taste and will 


TT) eta Te 


Ue eae 
into which your mes- 
PT ees tee al 
liant colors making 
it as permanent as 
Ce rt i ee 
not be washed or 
scraped off. Your 
advertising message 
Se be ul ke! 


Also imprinted drink- 
ing glasses, bar 
Piri ee -l-ee-al 
pepper shoker sets 


A complete line of high quality baked 
enamel product, service, door push, 
fence, tack road, strip, wall, window, 
counter, wall hanger, license, car and 
bumper signs in steel, aluminum and 
hardboard, also injection molded pias- 
tics. Can be reflectorized. 





























Silk screen processed in any number of 
brilliant colors. Trademarks reproduced. 
All sizes and shapes. Any quantities. 























Jobber Inquiries Invited. 
Write for free catalog today. 


BERLEKAMP CORPORATION 


1322 Sycamore Street 














Fremont, Ohio 
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THE GIVE AWAY 
THAT MADE 
THE SALESMANAGER 


HAPPY! 


A seasoned merchandising & mon — 
he was quick to see © the terrific tie-in 
potential of ADVERMATS*=@@rHe offered 
it as a bonus to dealers and they 
went completely 

































































overboard on the 














+ 
idea and sent his ; sales figures 











soaring. 


This success story EGA has been 


emulated over and over again by some 




















of the nations top organizations. 











(Names upon request). 


Let us send you a FREE “D> ADVERMAT 
incorporating your own advertising copy. 


Write er today for complete details. 


*“ADVERMATS are long life rubber floor 
and counter mats with your product name 
and selling phrase die-cut and inlaid right 
through entire depth of mat . . . Used as 
a point-of-purchase display in many sales 
locations in the store and store entrances. 













































































PERFO MAT & RUBBER CO., INC. 


461C Fourth Ave. * N.Y. 16, N.Y. 
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The New Spot... This view shows the spot in Times Square where the new Pepsi sign 





will be built—in the center of the photo, below and slightly to the right of the Loew’s 
State sign. The Pepsi spectacular will be atop the Bond store and will replace the well 
known Bond waterfall sign that formerly occupied the space. 


Mr. Kerwer, the Leigh designer, 
told AR, “While we used essentially 
the elements of the previous sign, 
we designed around the structural 
areas of the old spectacular and still 
came up with an entirely different 
arrangement.” 


>For example, at least 1,000,000 
watts of electricity, more than 
enough to light up Ebbets Field for 
a night baseball game, are repre- 
sented in the 25,800 light bulbs and 
12,404’ of neon tubing used. 

The spectacular is not only 12 
times bigger than the former Pepsi- 
Cola sign at nearby Duffy Square, 
but it is also five times as bright as 
the former Bond sign. 

The bulbs alone in the new sign 
amount to 945,000 watts. Breaking 
this down, here is how it figures out: 
e 15,000 bulbs in the Pepsi crown, 
each a 25-watter. There are 5,000 
red, 5,000 white and 5,000 blue bulbs 
in this cap above the fall. 

e 10,000 bulbs in the bottle pedes- 
tals, each a 25-watter. These are 
white bulbs set in stripes, 5,000 to 
a pedestal, 185 to each of nine stripes 
in a pedestal. 

e 800 bulbs in footlights below the 
waterfall, each a 150-watter. There 
are four rows of bulbs, one row of 
200 yellows, another of 200 reds, a 
third of 200 blues and a fourth of 
200 whites. 


>And you have the neon tubing, 
which breaks down to something like 
this: 

@ 11,000’ of blue neon stripes in the 
foot-high base that wraps itself 
straightaway along the block front 
and around the corners. This stretch 
of tubing measures 275’ long, with 


four rows of tubing running hori- 
zontally on this base. 

e 540’ of red tubing in the stainless 
steel lettering, “The Light Refresh- 
ment,” which is spelled out at the 
waterfall base. This consists of four 
rows of tubing in the lettering, which 
is 135’ long with 10’ high caps and 
5’ high lower-case letters. 

e 864’ of clear tubing in the 48x30’ 
niches for the bottles. Incidentally, 
each of nine wavering tube lines in 
each niche has a series of 16 bubbles 
which simulate the effervescence 
associated with soda pop. 


> While the niche bubbles appear to 
gurgle upward, the pedestal lights 
flash in a falling effect, creating an 
impression of soda water as a bottle 
backdrop and a water cascade in the 
pedestal on which each bottle rests. 

Meanwhile, the bulbs in the Pepsi 
crown above the real waterfall pro- 
duce a flashing sequence every two 
seconds. The bulbs in the crown are 
arranged in concentric circles, flash- 
ing on from the center out. 

The red, white and blue portions 
of the crown, including the letter- 
ing in the white field, are outlined 
with stainless steel separations or 
channels to delineate the brand 
name and cap banners. The small 
letters alone are 3’ high. 

This crown, while it seems to hang 
in midair over the waterfall, actually 
is held in place by a 50-ton gal- 
vanized metal frame of angles and 


beams 75’ high behind the waterfall. 


> While the crown is flashing, the 
lettering underneath the waterfall 
also is flashing in sequence, but per- 
haps the more spectacular part of 









this section is the waterfall lighting 
itself. 

The water is illuminated from be- 
low after dark by multi-colored 
formations of light formed by the 
four rows of footlights underneath. 
These lights create all colors in the 
spectrum, then cap it with brilliant 
white. 

Another production is the water- 
fall itself. It flows day and night. 
The cascade continuously recircu- 
lates, pouring over at the rate of 
10,000 gallons every 12 seconds, 
50,000 every minute. 


>During the winter months, 3,000 
gallons of anti-freeze will be added 
to the 10,000 gallons of water. Re- 
gardless of wind or flow, the water- 
fall cannot overflow its confines 
since it is held in place through 
what can be best described as a 
vacuum created by water tumbling 
down an 80-degree slope. 

The water flows over an expanse 
of galvanized metal 135’ long and 
28’ high which has an 80-degree 
tilt. The face of the metal expanse 
has a wire mesh screen which adds 
to the rippling, tumbling effect of 
the water cascading down. 

How does the water get back up 
to the top and flow over? Behind the 


fa metal surface are 24 pumps, 
eaci: with vertical risers or metal 
pipes G© «. diameter. These pumps 


push the water up to a 3’ deep tank 
atop the fall frame and running the 
full width of the fall. 

The theory behind the overwhelm- 
ing waterfall is similar to that used 
at the World’s Fair as a backdrop 
for the Lagoon of Nations, which 
was one of the more popular attrac- 
tions in the Flushing Meadows 
spread. 


> While the Bond Clothes sign had 
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Old Location . . . This is Pepsi’s old sign, 
long a landmark in Duffy Square. The new 
spectacular is 12 times bigger and consid- 
erably brighter. 





the waterfall and stylized male and 
female figures, nude and enmeshed 
in wire, the Pepsi spectacular has the 
waterfall plus electric cascades with 
bottles in three dimension on each 
corner, tying in with the theme of 
the sign. 

The two 50’ high bottles that are 
set on the cascades are reportedly 
the largest ever made anywhere in 
the world. To fill them would take 
about 1,000,000 8-0z. bottles of Pepsi. 

Made of vitreous porcelain on gal- 
vanized steel, these bottles were 
manufactured in 6’ sections. They 
are full round. The porcelain or 
enamel is essentially glass baked on 
steel. 

They are exact replicas of Pepsi’s 
8-oz. and 12-o0z. bottles, complete to 
bottle color and condensation drop- 
lets. The labeling is delineated in 
stainless steel strips, and the bottle 
necks give an impression of clear 
glass. 

When bolted together, the bottle 
sections not only appear as un- 
marked units but they are also 
angulated in placement. Instead of 
facing straight out across Broadway, 
they are placed out from the corners 
and angulated 40 degrees. 

One bottle faces in a northerly 
direction, the other southerly. Since 
this section is the narrowest part of 
Broadway, regular facing of the 
bottles would have limited the bot- 
tles’ visibility and coverage of the 
area. With the angulated placements, 
one bottle can be read from the 
43rd St. corner, the other from the 
46th St. corner. 


>The spectacular, placed atop the 
building in sections with the aid of a 
125-ton crane, was built at a cost 
of $250,000. Neither the client nor 
designer will venture a specific guess 
at present on the monthly rental, 
since it has not yet been determined 
what the wattage and maintenance 
costs will be. 

On full-time duty are four main- 
tenance men—three daytime, one 
nighttime—who, for example, will re- 
place 9,125 bulbs annually, 25 daily. 
In the course of a year, this amounts 
to almost one-third the number of 
bulbs in the spectacular. The day- 
time men prepare the stage for the 
night show. 

They will work out of the flasher 
room situated atop the roof, behind 
the waterfall, out of sight of the 
scurrying, gaping crowds. This 
flasher room houses the electrical 
equipment. 

No estimate has been made yet on 
the number of transformers, elec- 
trodes and flasher contacts needed 
to keep the Pepsi spectacular func- 
tioning properly 24 hours a day. 


>Lighted on an average of seven 
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Another famous sign 
quality built by Texlite 


The nation's leading firms de- 
pend on Texlite for fine signs. 
That's because Texlite has Amer- 
ica's most complete, most mod- 
ern sign manufacturing plant for 
building porcelain enamel, plas- 
tic and illuminated signs. And 
because Texlite does a complete 
job from design to erection and 
maintenance. Next time you 
need signs, in any quantity, put 
Texlite's 76 years of know-how 
to work for you. 


DESIGN e ENGINEERING 
FABRICATION e ERECTION 
MAINTENANCE 


in our 76th year 


TEXLITE, INC. 


3305 Manor Way @ Dallas, Texas 


Offices in: New York, 
Chicago, Los Angeles, 
ako RSE DW Calon ta. 
Denver, Tulsa 


Manufacturers of quality porcelain 


enamel and plastic signs for 
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hours daily, sunset to 1 o'clock in 
the morning, longer in winter, 
shorter in the other seasons, the sign 
is the most involved one ever de- 
signed by Leigh, constructed by Art- 
kraft-Strauss or used by Pepsi. 

The designer concedes that the 
spectacular will cost in excess of 
$12,000 monthly, the yardstick used 
for previous spectaculars of this 
nature, and that the cost-per-thou- 
sand will compare favorably with 
other media which have rate cards. 
This $12,000 figure is strictly a start- 
ing point for comparisons. 

The sign will help sell more Pepsi 
round the clock in the only city in 
the world where the viewing audi- 
ence for spectaculars is 50-50, half 
in the daytime, half after dark, half 
from the five boroughs, half from 
the suburbs and elsewhere. New 
York's closest competitor for a 


nighttime audience, Chicago. has a 
night audience of 24°. a daytime 
audience of 765 

Pepsi-Cola figures that, even with 
the initial and monthly outlay. there 
may be an awtul lot of Pepsi sold 
by the spectacular. afer ad 
inc half the audience as 
the wronec side of the 
viewing. and the other 
COMPASSES at 


baws” and “burs.” 





“bays” portion of the audience 
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1076 WEST 7th STREET 


A Jewel for Cadillac 


A new animated illumination technique gives a jewel-like 


appearance to an embellished bulletin in Los Angeles. 


A new Cadillac spectacular bulle- 
tin featuring a glittering Cadillac 
crest, a counterpart of one recently 
constructed by Foster and Kleiser 
Co. on the San Francisco-Oakland 
Bay Bridge, now sparkles on the 
famed Miracle Mile of Los Angeles’ 
Wilshire Boulevard. 

Both bulletins utilize the Pabst 
prism device, an innovation in the 


Plastic Face .. . The plastic face for the 
Cadillac emblem was painted in the Foster 
& Kleiser studio and taken to the bulletin 
in one piece, where it is shown being 
hoisted into position. 


outdoor advertising field which cre- 
ates a jewel-like sparkle. The prism 
embellishment is the invention of 
Rudolph Pabst, Prism Sign Co. (San 
Mateo, Cal.). Unlike most outdoor 
lighting methods, the prism treat- 
ment is equally effective both day 
and night. The Cadillac crest “burns” 
through any atmospheric condition— 
even California smog—and the Wil- 


Inside . . . The inside of the emblem has 
the prism assembly (left) and 325 lamps 
and reflectors (right). A blower is used 
to cool the plastic prisms to prevent melt- 
ing from the heat of the lamps. 


shire Boulevard bulletin can be seen 
from the Beverly Hills area, almost 
two miles away. 

The design of the bulletin bespeaks 
prestige throughout. Its basic sim- 
plicity—using only the brilliant em- 
blem and simple copy such as “Sym- 
bol of Acceptance the World Over,” 
with the familiar “Cadillac” script in 
neon letters across the top of the 
bulletin—sustains the conception of 
quality which is the essence of Cadil- 
lac’s promotional program. 


> Construction-wise, the shimmer- 
ing crest consists of literally hun- 


Back .. . In back of the bulletin is this 
5x10x15’ room to house the prism as- 
sembly and lighting, which are on rollers 
so they can be easily moved for cleaning 
and replacing burned-out lamps 
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VITRALUME SIGNs 


any Size Shape . Colors 
PORCELAIN ENAMEL FINISHERS 
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MAJOR 
BUYING 
DECISIONS 


for 

materials and 
services used 
in 


PRODUCTION 
PROMOTION 
MERCHANDISING 
are made hy 
ADVERTISING 
MANAGEMENT 


And one publication leads 
all other advertising 
publications in coverage 
of this most vital target 
for your sales promotion 
—with far more advertis- 
ing manager circulation 
than is reported by any of 
the five leading general 
advertising publications! 
Get the details today! 


ie 


Advertising 
Requirements 


200 EAST ILLINOIS ST. + CHICAGO 11, ILL. 
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Inventor... Inventor of the prism device 
used to give smog-proof ‘’sparkle’’ to the 
new Cadillac bulletins is Rudolph Pabst 
(right), posing with his assistant, Robert 
Van Briggle, in front of the prism assem- 


bly during its installation in Los Angeles. 


dreds of revolving prism reflectors 
ingeniously designed to emit the 
maximum of moving light rays. Some 
325 fifty-watt bulbs provide the il- 
lumination. The moving prisms are 
driven by three electric motors 
which are kept in constant operation. 

As an integral part of the display, 
the 18’ long prism unit occupies the 
left portion of the bulletin facing— 
with the remaining area devoted to 
painted copy, which will be changed 
on a regular schedule. Four days of 
construction time are needed to in- 
stall the prism mechanism, which is 
housed in a box-like structure the 
size of an average living room. 44 


Decal With Blackboard 
Offered by Meyercord 


A new decal sign with a “black- 
board” writing area has been cre- 
ated by Meyercord Co. (Chicago). 
This new type of point of sale sign 
is available in any size, and the ad- 
vertising message surrounding the 
blackboard can be in a variety of 
designs and colors. 

Meyercord says that the black- 
board area can be lettered with reg- 
ular school classroom chalk and 
erased with an eraser or a damp 
cloth. According to the company, the 
blackboard will take more than a 
thousand writings and erasures. 
Meyercord suggests that this type of 
decal is particularly useful in res- 
taurants, taverns and stores, where 
it can be used to report special 
prices, menus for the day or as a 
sports scoreboard. 

Additional information is avail- 


able. 


For your copy circle No. 316 on the 
Reader’s Service Card inside back cover. 


Market New Glass Beads 
For Reflectorized Signs 


Something new in reflectorized 
sign materials —Flex-O-Lite Ultra 
Bright Beads—has been marketed by 
Flex-O-Lite Mfg. Corp. (St. Louis). 
A leaflet issued by the company de- 
scribes the reflective glass beads and 
tells how to apply them to different 
types of signs. 

The beads can be used to reflec- 
torize just the copy on the back- 
ground or the whole sign. The beads 
can be applied to a variety of sur- 
faces—steel, hardboard, fabrics, glass, 
plywood, concrete, plastics and pa- 
per. The leaflet suggests that the 
binder and other coating materials 
be carefully chosen. Synthetic resin- 
ous enamels of the alkyd type are 
recommended for outdoor exposure. 

The beads are available in sizes 
from 8 to 18 and in many colors. The 
company suggests that only light, 
bright colors such as aluminum, yel- 
low, white, orange and light red be 
used, as darker colors do not reflect 
well at night. 

Sample packets as well as the 
leaflet are available. 


For your copy circle No. 317 on the 
Reader’s Service Card inside back cover. 


New Firm Offers World 
Wide Clipping Service 


The newly organized Luce Inter- 
national, affiliate of Luce Press Clip- 
ping Bureau (New York), is offer- 
ing a world-wide press clipping 
service. The service, according to 
the company, will cover all countries 
outside the Iron Curtain. 

Luce International, with head- 
quarters in New York City, will op- 
erate through more than 50 bureaus 
and correspondents abroad, in addi- 
tion to a central overseas office in 
Amsterdam, Holland. 

Additional details are available. 


For your copy circle No. 318 on the 
Reader's Service Card inside back cover. 
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AR rounds up details on an unusual advertising medium 


By Dick Hodgson 
AR Managing Editor 


Next time you make a list of ad- 
vertising media, better not forget the 
one you'll find in nearly every auto- 
mobile and truck . . . and in thou- 
sands of homes and offices—the road 
map. Each year, American gasoline 
companies alone distribute over 150,- 
000,000 maps to motorists. 

To get an inside picture of this 
medium, AR surveyed all major 
American gasoline suppliers. The in- 
formation obtained presents a good 
picture of a medium which, while 
used principally by one group of ad- 
vertisers, represents an expenditure 
by them of about $10 million an- 
nually. 

Most of the expenditure goes for 
the maps themselves—they cost an 
average of 5¢ each—but a substantial 
sum is also spent on special touring 
services provided by the majority of 
oil companies. 


> Production of road maps is a spe- 
cialized business. Three suppliers 
produce the major portion of maps 


turned out annually. They are Rand 
McNally & Co. (Chicago), H. M. 
Gousha Co. (San Jose, Cal.) and 
General Drafting Co. (Covent Sta- 
tion, N. J.)—with Rand McNally 
producing the largest number. There 
are a few others in the field, but 
their output is small compared with 
the three industry leaders. 

The majority of gasoline companies 
use “stock” maps provided by the 
various suppliers, although many 
have special features added to give 
the maps a “personal” touch. The 
larger companies more frequently 
have special features added or have 
special maps designed for them. In 
every case reported, however, the 
map suppliers are responsible for 
the development and production of 
the maps, although most of the gaso- 
line companies make recommenda- 
tions for special features and review 
the maps before they go into pro- 
duction. 

In several cases, special artwork 
is prepared by the gasoline com- 
panies’ art departments and some of 
the companies maintain map spe- 


cialists who supervise production of 
their special editions. But in the 
majority of cases, the map suppliers 
are responsible for more of the fin- 
ished product than is common in al- 
most any other advertising medium. 


> Those companies which have tai- 
lor-made maps are particularly 
proud of them. Typical is the case of 
Esso Standard Oil Co. (New York), 
whose maps are produced by Gen- 
eral Drafting Co. E. H. Beatty of 
Esso’s advertising & sales promotion 
department reported: “None of our 
road maps are syndicated versions. 
Each of them is tailor-made to con- 
form to the requirements of motor- 
ists living within the area covered. 
General map content is largely de- 
termined through a_ considerable 
amount of discussion with people 
within the particular area to be 
covered, particularly our own sales 
people, who have intimate knowledge 
of the wants of motorists in their 
area. 

“Another extremely important 
feature is our emphasis on maps that 
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Father’s day is a special day . . . high 
point of the year for sales of many prod- 
ucts . . . an important merchandising 
event for most consumer items. 


What you do to sell your Father’s Day 
program with Point of Purchase tie-ins 
may be the difference between anemic 
and record breaking sales figures in 55. 


Silk Screen printing can be a big help to 
both manufacturers and retailers because 
only Silk Screen printed sales aids have 
that extra sparkle ... the “buy me now” 
twinkle a prospective customer can spot 
20 feet away across a crowded aisle! 


A really coordinated plan is one that in- 
cludes P.O.P. pieces, 24 sheets, and trans- 
portation ads. A manufacturer offering 
this cooperative program to retailers can 
hardly help but benefit through stronger 
display of his product in high traffic areas. 


Silk Screen printing makes this campaign 
possible: first, by producing the actual 
display pieces reasonably in a wide vari- 
ety of eye-compelling colors; secondly, by 
imprinting local dealer identification on 
posters and transit ads at a nominal fig- 
ure per sheet, giving you saturation cover- 
age of a market so highly desired in a 
short promotional Father’s Day push. 


Be sure to consult your local Silk Screen 
Printer before you make a final decision 
on your Father’s Day program. His advice 
on the problems of visual selling will re- 
sult in a finished, top quality series of 
sales aids. 


NAZ-DAR has a world-wide reputation for pro- 
ducing the finest quality Screen Process inks. 
Request them in your next paper, cardboard, 
metal or plastic display job. 


We will be glad to send you, 
and your local Screen Printe: 
a copy of Naz-Dar’s big, fully 
illustrated catalog. It will help 
you in es and producing 
quality Se rocess Printing. 


“Business Building” 
Ink by NAZ-DAR 





| Address 


| Be icecsnnsinscicnictnipimiints MA 


| My local Screen Printer’s name 


Bae Se el em ae 
| 
| Address 


| a 


The NAZ-DAR Company 


461 N. Milwaukee Avenue 
Chicago 10, Illinois 
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Promotion for Maps . . . To get the most 


‘mileage’ from their maps, oil companies use 


all forms of advertising to promote their availability. For the story of how one company 


merchandises its maps see page 91. 


are clear and easy to read. This is 
accomplished by our map makers 
through their very careful attention 
to the selection of type and their 
extremely judicial use of color.” 
While most maps are primarily of 
state and metropolitan areas, some 
companies feature special types. 
Among the special editions are atlas 
styles—particularly useful by com- 
panies with a limited marketing area 
since one “map” can cover all needs. 


> Another special type is that used 
by Shell Oil Co. (New York). H. S. 
MacLaggan, manager of Shell’s tour- 
ing service, reported: “Shell dis- 
tributes an exclusive series of 12 
sectional maps which cover the en- 
tire U. S. These maps have on the 
reverse side points of interest in- 
formation which cover the area 
shown on the map.” Shell’s maps are 
produced by H. M. Gousha Co. 

Special colors are used by many 
companies to give their maps a dis- 
tinctive touch. Others add pictures 
of points of interest, calendars of 
events, details on recreation areas, 
sightseeing guides, etc. Most maps 
are revised annually. 

In all cases, the maps are super- 
vised and purchased by the gasoline 
companies’ advertising and sales pro- 
motion departments. All of the com- 
panies answering AR’s survey pro- 
vide the maps to dealers free of 
charge although some of the smaller 
companies ask distributors or job- 
bers to share the cost. 


>Maps have come to be such a 
taken-for-granted thing that few 
companies make any special efforts 
to promote their distribution. Out- 
side of occasional promotion in the 
companies’ regular advertising and 
station identification programs, most 
special efforts are limited to plug- 
ging special maps. 

A typical case is the promotion of 
a special Los Angeles Freeway map 
offered by Union Oil Co. of Cali- 
fornia (Los Angeles). W. M. Sopher, 





Union’s supervisor of sales promo- 
tion, reported that the company de- 
parted from a non-map promotion 
policy to plugging the special map in 
newspaper advertising and with 
pump island signs. The maps were 
produced by Rand McNally & Co. 

Some companies, however, go all 
out to make the most of their maps. 
Esso, which gives away over 10 mil- 
lion maps per year, is a good ex- 
ample. According to Mr. Beatty, 
“The availability of road maps at 
Esso dealer stations is promoted 
through radio, tv, newspapers and 
direct mail. We further promote 
them locally by a dealer merchan- 
dising program, whereby personal 
visits are made to several thousand 
Esso dealers each year by an ex- 
perienced merchandising man, who 
carries to the dealer a story of ways 
and means whereby that dealer can 
use our travel aids program to at- 
tract business to his individual sta- 
tion.” 


> While all companies supply dealers 
with maps, the policy on map mer- 
chandising aids is not so universal. 
About half of the companies furnish 
map racks free and in other cases 
they are made available, but are 
purchased by distributors or dealers 
—sometimes at cost, sometimes at a 
portion of the cost. 

In at least a couple of cases, how- 
ever, map racks have been discon- 
tinued to discourage promiscuous 
distribution of maps. 


> For many companies the big “plus” 

in their map programs is a special 
touring service. While offered by the 
majority of companies, the extent of 
these services vary greatly. Here’s 
what some of the companies re- 
ported: 


e G. A. Mabry, advertising manager, 
Humble Oil & Refining Co. (Hous- 
ton) ... “A central touring service, 
for mail and counter requests, is 
maintained in Houston. Border tour- 











ing services are maintained at Lare- 
do and Brownsville for Mexico tour- 
ists.” 


e L. H. White, assistant advertising 
manager, Cities Service Petroleum 
Inc. (New York) .. . “We have three 
touring bureaus located strategically 
throughout the country and give in- 
formation not only for roads but 
motel folders and interesting sights 
in the area that the person requests 
travel information for.” 


e M. A. Mattes, advertising man- 
ager, Standard Oil Co. of California 
(San Francisco) .. . “We have a very 
fine travel information service which 
handles thousands of mail inquiries 
annually, in addition to ‘over the 
counter’ service at our headquarters 
in San Francisco. Information re- 
quest cards are available at all retail 
outlets. When these are received 
from prospective travelers at our 
central headquarters, a complete 
routing is made on a U. S. map, or 
on a western states map, whichever 
applies. In addition, we include a 
handy travel log (bound in book 
form) covering points of interest in- 
formation, towns, elevations, popu- 
lations, etc. on each main route to be 
traveled and other pertinent data. 
These are enclosed in a handy but 
rugged envelope which may be used 
for containing the maps and other 
information while on the trip.” 


e B. N. Pollak, sales promotion 
manager, Richfield Oil Corp. of New 
York (New York) .. . “Richfield 
free tour service is available to any 
motorist requesting it. It provides 
marked routes on road maps cover- 
ing trips specified. We suggest travel 
routes only, and avoid recommenda- 
tions regarding lodging or eating 
places, as we believe such matters 
to be largely a matter of personal 
requirement and preference, and we 
do not feel that an oil company 
should assume responsibility along 
these lines.” 


e H. S. MacLaggan, Shell . . . Shell 
Touring Service offers, free of 
charge, road maps and descriptive 
literature on the U. S., Canada and 
Mexico. A special Shell folder, “For 
Your Accommodation,” is included 
with each routing. This folder lists 
names and addresses of organizations 
which provide booklets on hotels, 
motels, resorts, restaurants, and 
trailer camps and parks. We also in- 
clude “Your Expense Record,” a 
handy folder which enables the 
traveler to keep a record of expenses 
for his trip.” 


e E. H. Beatty, Esso .. . “Our tour- 
ing service has been in operation 
since 1923 and is conducted on a con- 
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you. They permit presentation of your 
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1000 FULL COLOR 
CHROMAX PRINTS 


8'2"' x 11” size on 80+ Kromekote 
$240.00 for 2,000—8'2 x 11 
$360.00 for 5,000—8'2 x 11 

Made from 4” x 5” or 5” x 7” color 


transparencies, same as or enlarged. 
8” x 10” contact. Special 124%” x 16”. 


Not a fake process! Chromax Color 
Prints are the result of years of re- 
search by Eastman Kodak and photo- 
graphic technicians. 
3 to 4 Weeks Delivery on 
500 to 5,000 Quantities 


Special price on 1 week delivery—Write 


Hundreds of Profitable Uses 


Catalog Inserts Brochures 

Window Displays Magazine Inserts 
Sa'es Portfolios Technical Reports 
Reprints . . . Covers Instruction Manuals 


Send for FREE SAMPLES 


Price List and Detailed Information 


CHROMAX Corporation 


Specialists in Short-Run Quality Color 
Lithography . . . Phone BAltimore 2500 


1819 Holmes St., Kansas City, Mo. 
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for less than 1'/2¢ apiece! 


Made from your transparency 
or art work, Crocker 
four-color postcards with the 
exclusive Mirro-Krome 

finish are a must for direct- 
mail advertising and sales 
promotion. For information, 
samples and price list write 

to the nearest Crocker office. 
Dept. A-4-A. 


H.S. CROCKER CO., INC. 


SAN FRANCISCO, 720 Mission 
LOS ANGELES, 2030 E. 7th 
CHICAGO, 350 N. Clark 

NEW YORK, 100 Hudson 
BALTIMORE, 1600 S. Clinton 
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tract basis by our map maker, Gen- 
eral Drafting Co. We maintain offices 
at New York, Washington and New 
Orleans. At all locations we serve 
the public via mail, telephone and 
counter. Our marked route service 
offers the motorist road maps marked 
with the best route to serve his par- 
ticular requirements, together with 
all necessary data, such as toll fees, 
detour information, ferry schedules, 
etc. In addition, the foreign depart- 
ment of our touring service, which 
is the only one of its kind in the U.S., 
offers the same free marked route 
service to motorists who wish to 
travel in Latin America or western 
Europe. Full information is also 
available on various methods of rent- 
ing or purchasing automobiles in 
Europe, for those persons who do 
not wish to take their own cars 
abroad.” 

Like Esso, many gasoline suppliers 
depend upon their map makers to 
handle the details of their special 
touring services. All three major 
map producers provide this service. 


>How do the gasoline people feel 
about road maps in general? Their 
attitudes range from a feeling that 
they are a “necessary evil” to the 
idea that they are one of the most 
important methods of sales promo- 
tion. 

Storrs J. Case, advertising man- 
ager of Sun Oil Co. (Philadelphia) 
told AR: “We consider road maps 
somewhat in the nature of a neces- 
sary evil. On the other hand we do 
know that they create a certain 
amount of good will but we doubt 
that they bring us much, if any, 
business directly.” 

On the other hand, Mr. Beatty of 
Esso said: “Our travel aids program 
has always been a very vital part of 
our over-all advertising and promo- 
tion program. By way of expendi- 
ture, it ranks as one of the top items 
in our budget requirements. We have 
used road maps consistently since 
1923, which makes this medium one 
of our oldest continuous programs.” 

William R. Kelly, sales promotion 
manager of Sinclair Refining Co. 
(New York), echoed these senti- 
ments: “In view of the large demand 
for road maps by motorists, we con- 
sider them extremely important in 
our sales promotion program.” 

George W. Williams Jr. of Deep 
Rock Oil Corp. (Tulsa) summed it 
up this way: “We consider our road 
maps a valuable service that has 
come to be expected by consumers, 
a basic competitive aid, and a pro- 
gram that can be used as a merchan- 
dising help.” 


>While road maps are generally 
thought of as almost exclusive prop- 








erty of the gasoline business, they 
are useful promotion tools for a 
large number of others—particularly 
those directly connected with travel. 
Some of the other key users include: 
e Automobile clubs . .. probably the 
second largest user. Here the maps 
are offered as a basic service to 
members and as part of special tour 
services. 

e State highway departments .. . 
Some of the most elaborate of all 
road maps are turned out annually 
by state highway departments. These 
are generally a promotion piece to 
promote “tourism’—with emphasis 
on the recreational facilities of the 
particular state. Every state except 
New York currently uses such a 
map. 

e Toll bridges and ferries . . . Maps 
directing tourists “how to get there” 
and trying to sell them on the use of 
a particular water-crossing method 
are common. 

e Tourist attractions ... While few 
hotels, motels, resorts and vacation 
spots offer complete road maps, 
many of them have abbreviated 
guides to encourage use of their 
facilities and assist visitors in locat- 
ing popular sightseeing spots in their 
immediate area. 

e Chambers of commerce . . . Many 
local promotional agencies have 
some type of road map, but the ma- 
jority of them are limited in scope. 

e Other advertisers .. . From time 
to time, advertisers outside the gas- 
oline field turn to road maps for 
special promotions. In most cases, 
these are maps with a number of 
special features which provide some 
kind of a “bonus” over maps avail- 
able at the local gasoline stations. 
Particularly popular are road atlases, 
such as the one produced in huge 
quantities by Rand McNally. This 
atlas is used by many advertisers. 
The biggest users are insurance com- 
panies, which offer it as a premium 
to attract automobile insurance 
clients. Garages and truckers are 
also big users of atlases. 

Add up all of the non-gasoline 
company users and the total num- 
ber of road maps distributed in the 
U.S. annually is probably close to 
300,000,000. 

One big advantage to the use of 
maps as premiums is their instant 
availability and easy conversion to 
special promotions. With America a 
“nation on wheels,” a road map is a 
basic necessity . . . and something 
which is in constant need of resup- 
ply. Last year’s map is constantly an 
outdated commodity. If you need 
definite evidence, just try using last 
year’s map in Louisiana. They’ve 
just changed the numbers on all the 
highways! 44 


















































































By Vin A. Corwin 
Advertising Department 
The Carter Oil Company 

Billings, Montana 


Maps mean mileage. And mileage 
means gasoline sales. That is why 
road maps play an important role in 
the advertising program of The Car- 
ter Oil Co., which markets petroleum 
products throughout nine states in 
the Rocky Mountain West. 

Distribution of a map is not an 
end in itself to an oil company. In 
the eyes of Carter, it is a means of 
stimulating travel, as well as a con- 
venience to motorists. That is what 
we mean when we say, “Maps mean 
rnileage.” 

In formulating a promotional pro- 


gram around maps—one that will 
stimulate travel and increase sales— 
the development of the map itself is 
of major importance. Carter felt that 
it should be designed to fulfill two 
needs: 

e A service to tourists. 

e Even more important, stimulation 
of local travel to nearby points of 
interest. 


>In 1953, Carter revamped its travel 
aids program and published a com- 
pletely new and different road map 
—one with many additional features 
that made it a merchandisable, busi- 
ness-getting part of our sales promo- 
tion program. 

Departing from the usual custom 
of providing individual state maps, 
Carter commissioned General Draft- 
ing Co. to design a comprehensive 


How Carter 
Merchandises 
Its Maps 


Producing a road map is only the start 


of the job. Here’s how one company makes a 
special effort to see that its dealers 


really put their maps to work. 


regional map encompassing all of 
“Carterland,” our marketing terri- 
tory. This plan provided us with a 
map that offered motorists complete 
coverage of the scenic West, simpli- 
fied our distribution and was easier 
to promote. The economy of one map, 
in relation to several, enabled Carter 
to prepare a more elaborate job, with 
more features for the convenience of 
motorists, as well as for the stimula- 
tion of travel. 

These additional features are the 
meat of the map. Actually, the Car- 
terland guide is three maps in one. 
Besides the usual highway map, a 
trip-planning guide and a pictorial 
guide are included. The trip-plan- 
ning guide is a topographical map 
of the United States, with all major 
highway routes shown, while the key 
to our promotional efforts is the pic- 
torial guide—a map of Carterland 
with drawings of major scenic at- 
tractions superimposed in color. 

Other extras include inset maps 
of Yellowstone, Glacier and Rocky 
Mountain national parks, brief de- 
scriptions of scenic areas shown on 
the pictorial guide, descriptions of 
all national parks in Carterland and 
a list of sources of literature for all 
points. 


> With the map itself in production, 
attention was turned to the promo- 
tional aspects. The Carter advertis- 
ing department, under the direction 
of F. VanIderstine, advertising man- 
ager, outlined a four-point program, 
including dealer promotion, public- 
ity, advertising and follow-up: 


1. DEALER PROMOTION . . Dealers 
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it takes talent... 


When Benvenuto Cellini wrought his golden 
masterpieces, talent was his major tool. 
So at Eureka. Fifty years of craftsmanship 
help create sales promotions potent in 
persuasion, rich in results. When planning 
your next coupon or trading-stamp cam- 
paign, rely upon Eureka’s fine design and 
printing... the infinite care given to cata- 
logues, collection books, coupons, Out- 
serts, poster stamps. At Eureka, we have 
this talent. Consult us about your next 
sales promotion. 


ane, 
NGE 
See 


EUREKA SPECIALTY PRINTING CO. 
567 Electric Street, Scranton 9, Pa. 
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is for sales promotion 






is for space, for speed, for skill 


Our reputation rests on per- 
formance—fine craftsmanship 
geared to the Speed and re- 
quirements of today’s adver- 
tising and sales campaigns. We 
proudly announce that our 
Space has been vastly extended. 
Now on the eighth floor of the 
giant Starrett-Lehigh building, 
our space covers half of a huge 
block. We produce custom- 
crafted sales promotion tools— 
visual presentations, catalogs, 
merchandise display kits, loose- 
leaf binders. Our Skill in pack- 
aging sales ideas, in meeting 
problems with creative know- 
how, has won us a blue-chip 
customer list. We can Serve 
you, too. 


mOVES 


MECHANICAL BINDING CO, 
601 West 26 St., New York City 1 
AL 5-2552 
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To encourage its dealers to make the 
best possible use from its hybrid road 
map and pictorial guide, Carter Oil Co. 
distributed a six-page folder listing 
these 14 points. 

1. Know Your Map. . . Look over 
the Carter Pictorial Guide and Road 
Map. Know its features, territory, 
legend and how to use the index and 
mileage table. See that your salesmen 
know, too. 

2. ADVERTISE YOURSELF . . . Rubber 
stamp your station name and address 
on each map. Many dealers have 
found this an excellent way to bring 
customers back, sometimes months later. 

3. DispLAy THEM ... Save time by 
placing maps in easy reach. The Carter 
map rack is the handiest way of all. 
Hang it where it can be seen, but where 
it won't get rained on. 

4. Post SAMPLE Copres .. . Many 
owners of hotels, motels, restaurants and 
tourist homes like an up-to-date map for 
their customers. Try to post the Carter 
map in such places—with your name 
and address on it. 

5. Orrer THEM . . . Hand out your 
maps. There’s no better introduction to 
any motorist than, “Do you have a 
Carter Pictoral Guide and Road Map?” 

6. TALK ‘EM Up... Every motorist 
needs a good map. After reading this 
folder, you'll know more about the 
Carter map. Talk it up! Make friends! 
Make sales! 

7. COMPARE THE QUALITY... When 
a motorist drives in with a competitor's 
map, show him his route on your Carter 
map instead. Most people will want 
the Carter map—it's so attractive and 
complete. That’s your cue for a sales 
talk on high-quality Carter products. 



















were first notified of the new map 
by a special bulletin, accompanied 
by a copy of the map from the first 
run off the press. This arrived ahead 
of general distribution and pointed 
out all the new features of the map. 
Carter salesmen were also briefed 
in advance and carried out further 
promotion during their regular calls. 

As soon as general distribution 
was completed, a series of 12 bulle- 
tins was mailed, two a week for six 
weeks. Each of these was devoted to 
a special feature of the map or 
pointed out special ways to use the 
maps in obtaining new business, new 
credit card customers and how gen- 
erally to put the map to work. They 
were mimeographed on colored 
stock, using the theme “Know Your 
Map” and stressing the importance 
of stamping the dealer’s name on 
each copy he distributed. 





14 Ways to Get More Use from Maps 


8. CHecx Your Suppty . . . Re-order 
before you run out. Check your supply 
of maps frequently. Sales have been 
lost for lack of maps. 

9. But Don’t WASTE THEM ... Don't 
waste your Carter maps. One copy to 
a car is usually enough. Keep your 
maps clean and free from dirt and 
grease. 

10. Mars CrEATE MILEAGE... “Car- 
terland” abounds with scenic splendors, 
historical sights, sports and recreation 
areas. The nine-state Carter map in- 
cludes colorful illustrations, graphic 
descriptions of dozens of points of in- 
terest throughout Carterland. Attractive, 
complete, we find it stimulates home 
folks and tourists to travel, see and 
enjoy the many wonders of the roman- 
tic West. That's why we say the Carter 
map creates mileage—and gallonage. 

ll. ScHoots, Too . . . Offer a map 
to nearby schools for classroom use. 
It's good advertising. Children influence 
sales and they'll soon be motorists 


themselves. Make Carter friends of 
them now. 
12. Bic Business .. . If there’s a fac- 


tory nearby, give the personnel man- 
ager a map. Personnel managers help 
employes plan vacations, can throw 
business your way. 

13. Sates MANAGERS, Too... Sales 
managers need up-to-date maps in 
planning business trips for salesmen. 
Get them to come to you for your map 
and Carter oil products. Nice credit card 
business here. 

14. Mars Make Goop WEDGES .. . 
A Carter map makes a good entering 
wedge. Many successful dealers use it 
for door-to-door campaigns. It works. 
Be sure your name and address is on 
each map. 





A representative of General Draft- 
ing, C. E. Cordes, came to Carterland 
and spent several weeks calling on 
our dealers, briefly outlining how 
to effectively put the map to use. 
His efforts were very helpful in get- 
ting the campaign into high gear. 


> Simultaneously with the campaign, 
an organized display program was 
put into operation. All dealers were 
furnished with map racks and in- 
structions where to place them for 
maximum effectiveness. A preferred 
location next to the main display 
window just inside the door was 
chosen on the basis of visibility from 
the driveway, protection of the maps 
from weather, convenience to cus- 
tomers in the station and accessi- 
bility without being in the way. 
Salesmen distributed the racks and 
supervised installation. 































2. Pusuiciry . . . Shortly after the 
dealer promotion began, publicity 
was started. 

News releases were sent to all 
newspapers, radio stations, and 
magazine publishers in Carterland. 
A sample of the map was enclosed 
with each release. 

A barrage of letters was mailed 
throughout the territory, each con- 
taining a sample of the map, as de- 
scribed below: 


e To all governors . . . describing 
our efforts to encourage travel in 
their respective states and pointing 
out the places of interest in their 
states that were shown on the pic- 
torial guide. 


© To all state legislators . . . with 
similar information to that contained 
in the letters to governors. 


e Toall mayors... pointing out how 
their cities and surrounding areas 
were recognized on Carter’s picto- 
rial guide. 


@ To all local chambers of commerce 
... Similar to that sent to mayors. 


e To major hotels, motels and re- 
sorts .. . suggesting that they advise 
their patrons where copies of the 
map could be obtained—at the near- 
est Carter service station. In addi- 
tion, unfolded copies were offered 
for display purposes. 


© To state highway departments... 
explaining the features on the map 
in relation to the deparment’s inter- 
est in highways. 


e To state highway patrol officers 
. with an invitation to stop at a 





Star Spot . . . Carter ran this five-column, 
15’ newspaper ad during the summer va- 
cation season. Its giveaway map, tying in 
with a travel theme, was placed in the 
starring role in the ad. 








Carter station and pick up extras 
for their patrol cars. 


© To state and county engineers... 
explaining features on the map in re- 
lation to their interest in highways. 


e To railroad and airline traffic man- 
agers . . . who are concerned with 
highways as tributary to their own 
businesses. 


3. ADVERTISING . . . A five-column 
15” newspaper ad and several one- 
column by 6” ads were run during 
the summer travel season in papers 
throughout our marketing territory. 


These used the map as the feature 
point of the ad and tied it in with 
travel, using Carter products. 

Radio spot announcements were 
inserted into our regular schedule of 
advertising, telling listeners about 
the map available at their Carter 
service station. 

One summer posterboard used the 
map as its basic idea, following the 
western theme we used in our over- 
all advertising program at the time. 

One two-color ad was run in 1953 
in Colorado Wonderland magazine, 


offering the map to any reader who 
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WHAT ARE YOUR 


Advertising 
Requirements? 


CIRCULARS —- 


BOXWRAPS 


CATALOGS — PACKAGE INSERTS 
BOOKLETS — LETTERHEADS 


EXPERIENCE MAKES THE DIFFERENCE 


The benefits of our efficient production methods plus our know- 
how will prove their worth to you on any and every job we 


handle for you. 


We have the equipment and experienced craftsmen to serve you 
from layout and design to the finished product. The same high 
professional standards are maintained on all orders, large or 


small. 


COLOR WORK OF ALL TYPES 


Write or Phone for Prices—Samples—Information 


PEERLESS LITHOGRAPHING CO. 


4311 DIVERSEY AVE. 


CHICAGO 339, ILL. 
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This free booklet explains how 
your advertising and sales litera- 
ture can be produced in full color 
lithography at prices never before 
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CLAREPORT* 
REPORT 
COVERS 


Make your 
reports, <| 
proposals, 
presentations / 
more effective! 





Clareport* is a patented report cover with o 
durable, transparent front cover and a back of 
Strathmore Beau Brilliant cover stock in 8 smart 
colors, available for immediate delivery. 


Clareports* are made to hold standard 11” x 
8%" sheets. (Special sizes to order.) 25¢ each 
for 1000, 30c each for 100. 


Send for your FREE Sample today 


Belford 


Company, Inc. 
317 W. 47 St. 
Dept. A-45 
New York 36, N. Y. 
Plaza 7-5950 


We specialize in 
custom-made easel 
binders and presenta- 
tion binders. Your 
problem solved quickly 
and inexpensively. 
Write, wire or phone. 
*U. S. Pat. 2480917 


COLOR PRINTS 


Inexpensive machine run dye transfer prints 
et i i tee iT. Papa Sol deloh Cal Cohst 
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wished to write in. Although the ad 
didn’t appear until late summer, over 
500 requests poured in for the map. 


4. Fottow-Up ... In January 1954, 
the follow-up phase of the promotion 
was started. Letters were sent to all 
school principals and superintend- 
ents in our territory, offering the 
maps for classroom use. Carter felt 
that this type of program, in addi- 
tion to being good public relations, 
would have direct benefit through 
maps being taken into homes as 
well as reaching future customers in 
the school children. More than 7,500 
maps were requested by schools 
throughout Carterland. 

In April another ad was inserted 
in Colorado Wonderland, bearing a 
coupon for map requests. More than 
1,500 maps were sent out as a result 
of this ad, as requests came from 
42 states, Hawaii, the District of 
Columbia and seven European and 
South American countries. 

As the travel season approached, 
newspaper ads were again used to 
maintain the program. 


>Reminders were again placed in 
The Carter Dealer. In addition, a 
colorful sticker reminding dealers to 
keep their map racks full was fas- 
tened to the August issue of the 
publication. 

For continued impact, a printed 
folder outlining 14 ways to use the 
map profitably, was mailed to all 
dealers. A lithographed job, it il- 
lustrated the effective methods that 
would assure the most value from 
the use of the map. 

The entire promotional program 
proved quite successful. In fact, de- 
mand for the maps through our sta- 
tions was so great that our estimated 
first year’s requirements were used 
up in four months and a rush re- 
printing was necessary. Numerous 
complimentary letters were received 
from governors, mayors, legislators 
and others who received sample 
copies. The news releases were used 
extensively by various media. 


>Looking back on the campaign, 
Carter feels that results of the pro- 
motion indicate excellent reception 
of the maps and improved acceptance 
of the company name and products. 
We feel that the program contributed 
effectively to our over-all sales pro- 
motion effort and has become an 
integral part of our future program. 
44 
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How to Get Better 
Advertising Photos 


AR presents the first in a two- 
part series of down-to-earth 
articles on how to get better ad- 
vertising photos by an agency 
photography director. 


By Errol Prince 

Director of Photography 
The Cramer-Krasselt Co. 
Milwaukee 


Everyone knows the value of a 
picture but too few capitalize on it, 
possibly because too few understand 
the basic construction of a good pic- 
ture. Most people recognize faulty 
sentence structure immediately and 
can point out the error and the rem- 
edy just as quickly. Show the same 
people a picture and they must judge 
whether it is good or bad by their 
personal feelings. Why it’s good or 
bad, they couldn't say. 

In photography, it is generally just 
as easy to take a good picture as a 
mediocre picture if one understands 
the basic principles of picture struc- 
ture. Fortunately, these principles 
are few and easily understood, as this 
article will prove. It may seem 
strange to compare a camera with a 
typewriter but actually they are 


similar. Both can tell a highly dra- 
matic story—or they can turn out 
drivel. The same basic rules required 
for good copy writing also apply to 
good photography: 

e Good Planning 

e Authenticity 

e Simplicity 


1. Goop PLANNING puts the story- 
telling element in the picture and 
makes it easy to grasp. Even the sim- 
ple product photo has a story to tell 
if properly presented, though it in- 
volves little more than best angle 
of view. Good planning will decide 
what type of lighting and which 
background will best suit the sub- 
ject. When properly planned, the 
industrial photo can tell the adver- 
tising story quicker and with more 
impact than even the most deathless 
copy. If the picture fails in this, then 
it hasn’t been well planned. Remem- 
ber, a picture must first of all make 
sense before it can make dollars for 
your company. 


2. AUTHENTICITY, a must. The truly 
great value of photography in adver- 
tising lies in its acceptance by the 
reader as gospel truth. This is a plus 
value which the artist can never 
achieve. Naturally, readers are not 
so naive that they are fooled by 
photos like those showing little men 


to make a machine appear larger. 
Never jeopardize the believability of 
your entire picture by gross exag- 
geration of some detail. 


3. SrmmpLicity might be described as 
the process of eliminating the rough 
edges. Make it easy for the reader 
to understand your picture and he'll 
keep on looking. You know how im- 
portant that is. 


>It might seem ridiculous to put the 
burden of making a striking picture 
right in the lap of the adman before 
the photographer has even opened 
his camera. However, that is the 
secret of most fine ad photos. How 
successful would a Hollywood movie 
be if the director turned his duties 
over to the cameraman? Yet, this is 
just what a large number of admen 
do when they order photos to be 
done by the photographer with no 
directive assistance. The fact that 
they get away with it so often is a 
credit to the photographer or a tip- 
off that the potential high standard 
has not yet been reached. 

One reason why most consumer 
ads feature superior photography is 
because of more consultation be- 
tween adman, art director and pho- 
tographer. Size of product often 
makes this procedure difficult in in- 
dustrial ads. But there is a solution: 


Art & Photography + 95 
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Cartoons have the power to tell a 
complete story quickly, clearly, 
dramatically. It’s a fact youngsters 
and grownups alike learn faster, 
remember longer. 

Your best bet (and your best 
buy) for product promotion, pre- 
miums, public relations, and train- 
ing is your own promotion comics. 
Promotion comics mean business 
so for samples and information, 
why don’t you check now .. . be- 
cause Harvey knows how! 





Complete, competent facilities for 
Planning, Copy, Artwork, Engrav- 
ings, Printing, Distribution, Testing 
and Research. 


Phone or write PROMOTION COMICS DIVISION 








Famous Name Comics... 


BROADWAY N.Y. 23,N Y. JUdson 2-2244 
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have the photographer take a num- 
ber of views with a 35mm camera. 
This can be accomplished with little 
or no lighting equipment or cleaning 
up operations. With the resulting 
pictures, a beneficial consultation 
can be concluded which will greatly 
enhance the possibilities of getting 
an excellent final photograph. 

Photography is so much a part of 
the adman’s job that a working 
knowledge of the fundamentals are 
becoming more and more necessary. 
Understanding will bring a realiza- 
tion of some of the photographer’s 
problems, will enable you to save 
money and let you know when you 
are getting a “snow” job. 


> Most likely you have a capable 
cameraman—perhaps even a photo 
department. If so, fine, stick with 
him because the more he does for 
you the more he learns about your 
company’s product. His pictures will 
constantly improve through experi- 
ence. He’ll learn about and know how 
to avoid those sacred cows which 
seem to be connected with every 
product. Such a cameraman gets to 
be like an extra hand, saving you 
time, anticipating your wants and 
generally turning up with a useful 
picture. 

Repetition seems to breed better 
photos because it is a poor photog- 
rapher who doesn’t check even his 
best work with a critical eye and 
who doesn’t at the same time tuck 
away a mental note that will pro- 
duce a still better shot next time. If 
after a fair trial you find yourself 
dissatisfied or doubtful of the capa- 
bilities of your cameraman, then by 
all means choose another. 

Unfortunately, photographers are 
not licensed nor are they required 
to serve apprenticeships. Anyone can 
set himself up as a portrait, commer- 
cial, aerial, copy or industrial pho- 
tographer. The American Assn. of 
Better Business Bureaus states that 
photographers were the cause of 
20% of all complaints registered at 
Better Business Bureaus across the 
country, so choose carefully—a good 
photographer is a good investment. 
Members of local ad clubs should be 
able to provide the names of good 
photographers. In addition, the Pho- 
tographers Assn. of America pub- 
lishes a directory of photographers 
and the type of work in which they 
specialize. 


>A good photographer is probably 
all things to all people but at least 
he should have been “through the 
mill.” His backlog of experience will 
enable him to produce a good shot of 
your product on his first attempt. 
Even the best photographer will 
make a boner once in a while but 
99 times out of 100 the better cam- 


About the Author 

Errol Prince has been an industrial 
photographer for more than 15 years. 
After receiving training at the Ray 
School of Photography, he took his first 
position as an industrial photographer 
with Ingersoll Milling Machine Co. 
(Rockford, Ill.). Later he assumed man- | 
agement of Gisholt Machine Co.'s 
(Madison, Wis.) photographic depart- 
ment. In 1947 he was selected to be the 
official photographer for the Gatti-Halli- 
crafters Expedition to unexplored parts 
of Central Africa. He is now director of 
photography for Cramer-Krassell Co. 
(Milwaukee ). 





eraman will be consistent in produc- 
ing a good shot every time. Frequent 
misses that necessitate a return trip 
for a re-take naturally are embar- 
rassing for the photographer, but 
more important is the fact that even- 
tually one or those misses is going to 
prove extremely embarrassing to 
you. 

Another consideration is the 
equipment possessed by the photog- 
rapher. It should be ample to handle 
your most difficult assignments. One 
should always discuss the job well 
in advance with his photographer to 
avoid the necessity of locating at the 
last minute a photographer with the 
required equipment. 

And, finally, one of the most im- 
portant considerations in a camera- 
man is his personality. There may 
be some particular niche for a tem- 
peramental photographer, but you'll 
need a man with a good disposition 
to enter plants, talk to supervisory 
personnel, arrange for necessary 
preparation at the picture site and in 
general have everything under com- 
plete control so that on those occa- 
sions when you arrive late you'll find 
everything ready for your final ap- 
proval. Nothing could be worse than 
arriving to find your photographer 
involved in a hassle with the shop 
foreman or union steward. In many 
shops today union men are highly 
suspicious that you may be attempt- 














FIRST CHOICE IS nae BOX for short runs 


in large size 


Corby’s says “‘Black Box’”’ and for 
reasons you can clearly see! Through 
these colorful dealer displays, produced at 
surprisingly low cost, more people are attracted 
to see Corby’s—and to “say Corby’s”’ 
More and more printing buyers, too, now say 
“Black Box* for Collotype printing’. They know that 
= Black Box offers the best solution to their large size 
printing requirements. Collotype printing should be 
your first choice, too, whenever the picture 


subject is large in size and the run is small. 


*COLLOTYPE IS THE PERFECT CHOICE FOR PRINTING SHORT RUNS OF 
100 TO 5,000 PIECES—up to 40” x 60” SHEET SIZE—IN COLOR, 
DUOTONE or in BLACK and WHITE. 


A typical Collotype full-color job may often 

be had completely printed and delivered for no more 
than the cost of printing plates alone as used in other 

processes. And the incomparable advantage of Collotype 
printing is the absence of any screen dot. Thus, only 
Collotype gives you the true fidelity of full-color printing 
unbroken by any intervening halftone screen. Write 

today for free quotation, giving full information 

on size, number of subjects, quantity, etc. You'll 

be tremendously surprised and pleased at 


the economy of this quality printing process. 


Write for our FREE Portfolio of Samples 


Telephone: AVenue 3-0262 


BLACK BOX COLLOTYPE STUDIOS, Inc. 
vx  Photo-Gelatin Printers + 
Our New Address: 4840 W. Belmont Ave., Chicago 41, Ill. 


Kalamazoo Cincinnati Detroit St. Louis 
5-6165 Plaza 4218 Woodward 5-7030—Code 335 Central 5068 
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<4 This is an example of how poor lighting and a distracting background 
can combine to produce a confusing picture. Here the eye has difficulty 
holding a main point of interest because it is constantly being pulled 


away by unimportant elements in the scene. 


By contrast, the lighting here keeps distracting elements at a minimum. 
The pipe arrangement was simplified by strong back lighting in two small 
areas. The viewer senses many pipes without actually seeing the con- 


fusion, as he would if all the pipes were evenly lighted. 


“@ Shooting down from a high angle can help eliminate much of a 
distracting background. In addition, the flash tones down background 
that remains and helps emphasize the central object—the lathe. Turret 


lathes usually are well suited to down shots. 


In this paper mill photo, judicious use of back lighting brings out 
textures. As in the other photos, the angle and lighting make the differ- 
ence between an uninteresting or distracting photo and a good, dramatic 


picture. 


“@ The action of flying logs and spraying water was a difficult one to 
“stop.’’ Multiple synchronized flash was the answer—reproducing all the 


agitation of the scene realistically. 


This is a good example of even lighting. By the use of such controlled > 
lighting, the viewer is practically forced to look at any feature you want 
to stress and yet he sees enough of the whole to understand the 


application. 
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ing time-study pictures, especially 
if you are using a stop watch. The 
situation always demands the ut- 
most tact. A photographer must ap- 
preciate the fact that many shop 
men are on piece-work—cooperation 
by the cameraman in holding up the 
job as little as possible will, in turn, 
be appreciated by the operators as 
well as the management. If your 
photographer is not aware of this, 
better tell him, it may determine 
whether you'll be welcome another 
time. 


>A few words regarding the pho- 
tographer’s side are also in order. If 
you would like to win the undying 
gratitude of your photographer, ob- 
serve these tips: don’t let a little 
photographic knowledge prove to be 
a dangerous thing. Probably no two 
photographers will shoot the same 
scene the same way, yet both will 
produce a good shot. This is just one 
of the peculiarities of the photo- 
graphic profession—there is no sin- 
gle right way to take any picture. 
If you have any questions, discuss 
the matter but please resist that im- 
pulse to tell the cameraman how to 
do the technical side of his job. 
When the photographer inquires 
what angle you want taken, don’t 
indicate how much you've been 
around by quoting this classic: “I 
don’t know what angle—you’re the 
photographer.” Or, when the pho- 
tographer wants to know what the 
assignment entails, try to give him 
better information than “I don’t 
know exactly what we will shoot- 
better bring everything.” Everything 
to a photographer could be two 


truckloads. 
Photographers retain possession of 
negatives. Most, but not all, will 


agree to release them. To avoid com- 
plications, discuss this matter before 
the photographer leaves his shop. 


> Without a doubt, the prospects for 
a striking picture are greatly en- 
hanced when you accompany the 
cameraman. Being on location will 
satisfy you that everything possible 
is being done in the best interest of 
the picture. The cameraman is 
happy, too, because there is always 
some unforeseen technical question 
about the machine that comes up on 
the job. 

The prospects for an excellent 
shot are best when the picture is 
taken in your own plant, since ob- 
viously it is more convenient, you 
can spend more time, clearances are 
unnecessary (generally) and there is 
no risk of imposing on the good will 
of a valued customer. 

When the shot must necessarily be 
made in the customer’s plant, find 
out from your photographer what he 
requires in the way of voitage and 
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60 COLORS 


MATCHED TO STANDARD INKS 


These ‘‘color-controlled’’ Bourges Sheets are 
ready to use—pre-coated with a special ad- 
hesive. Just peel up from backing, and adhere 
right to your layout. Brilliant, transparent 
colors. Smoother than you can paint. Keyed 
to Bourges Overlay Sheets so you can easily 
duplicate the same effects in the finished art. 


.. around any shape 


CQ AT YOUR FAVORITE ART SUPPLY STORE 
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MURRAY HILL 7-2595 


EKTACHROME PROCESSING 
DYE TRANSFER COLOR PRINTS 
DUPLICATE TRANSPARENCIES 
FLEXICHROME yy MATRICES 
plus other essential services for 
reproducing and projecting color. 
10 east 46th st, 





Call or write for FREE 
16 pg. handbook containing 


useful color information 


KURSHAN & LANG 





new york 17, n. y. 
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Project Sharp Images 
DIRECT ON YOUR BOARD 


EARNS MONEY FOR YOU ON EVERY JOB 
The New Model 44 


AptO-Graph 


With Many 1955 
Refinements 


Art production costs 
drop, earnings go up, 
with an Art-O-Graph. 
Render _ illustrations; 
visualize layouts; 
“drop in’ keyline ele- 
ments; capture per- 
spectives; match let- 
tering; insure accura- 
cy; fast scaling; elimi- 
nate stats. No trac- 
ings! 

























10 Days FREE 
TRIAL—no obli- 
gation, no 
freight if re- 
turned. 


Write for 
folder! 


DIVISION OF 


- ENGEL, INC. 
214-B Phoenix Bldg, Minneapolis 1, Minn. 
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X%16076 . . . one of the thousands of our stock pictures 
for $15, with $5 off If you use our credit line. 





for stock pictures, set your course for 


UNDERWOOD & UNDERWOOD 


ILLUSTRATION STUDIOS INC. 


Send $1.00 for 9th Edition Catalog to 


319 E. 44, New York 17 , 646 N. Michigan, Chicago 11 
Tel. MU 4-5400 Tel. DE 7-1711 
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amperage. If it’s high, you may have 
to request the service of the com- 
pany electrician—or run the risk of 
blowing out some fuses. 


>A good plan for those who have 
difficulty visualizing a scene as it 
will appear in the photo is to cut a 
4x5” opening in a piece of cardboard. 
Cover the opening with blue glass 
or cellophane. The 4x5” opening will 
help compose the picture and the 
blue glass will make the scene ap- 
pear monochromatic. Study the 
scene from all angles before making 
a decision. 

Most people have a tendency to 
crowd the picture with unnecessary 
detail. Keep it simple. If you have 
planned the picture in advance, you 
know exactly what you want to 
show. If you’ve taken advance shots, 
you will probably have a layout. If 
not, then start by selecting the best 
angle and when you do this, don’t 
overlook the impact value of an un- 
usual viewpoint. 

There’s a monotony about eye- 
level pictures. If a high angle or low 
angle will tell the story as well, then 
use it. Tell the cameraman whether 
a vertical or horizontal composition 
is required so he can set up accord- 
ingly. 


> Remember, too, that simplicity is 
of the utmost importance. While the 
cameraman is unlimbering his ap- 
paratus, you can check the scene to 
see that all distracting superfluous 
objects are removed from the field of 
view and that includes the back- 
ground as well. Especially, watch out 
for pin-up photos, calendars, lad- 
ders, uneven Venetian blinds, milk 
cartons and pipes wrapped with old 
rags. Good housekeeping means 
more than a hasty swipe of a rag 
over a few spots. Double check the 
scene and keep checking until the 
shot is made. Operators have a mys- 
terious knack for coming up with 
one more oil can or one more rag. 

Make sure the scene is authentic. 
It may be easier to shoot with the 
machine stopped and the operator 
frozen in a rigid pose but the picture 
is far more appealing reader-wise if 
you show the chips flying, coolant 
flowing and the operator alert in an 
easy, natural pose. If it’s a finishing 
operation, then it’s perfectly natural 
to have a skid of finished parts in- 
cluded in the confines of the scene 
but preferably where the operator 
might conceivably be completing his 
floor-to-floor cycle. 

If the machine requires two oper- 
ators, then honestly show two op- 
erators. On the other hand, never 
include any more people than are 
ordinarily present on the particular 
job you are shooting. There are rare 
occasions when the brass at a cus- 









tomer’s plant obviously want to be 
in the picture. One subterfuge that 
seems to work well in such cases is 
to tell the brass that you’d like to 
have them pose in the scene—pro- 
ceed to take the shot and then as an 
afterthought mention that perhaps 
you should protect yourself with a 
second shot without the brass so that 
you'll be covered from both sides— 
add, helplessly, “You know how 
agency men are.” No one ever re- 
fuses—no one is offended and it only 
costs a sheet of film. 


>Prepare the machine for photog- 
raphy by giving it a meticulous 
cleaning. If the paint is worn away 
in prominent areas, a simple touch- 
up job is in order. Machine tool gray 
lacquer dries in minutes. Exercise 
your better judgment as to chips. A 
huge pile of chips is unsightly but a 
slight amount lends authenticity to 
the scene. Certain tools are normally 
used by the operator—lay these out 
neatly and handy to the operator, 
but delete lead hammers, crowbars 
and such that suggest the machine is 
a “dog” to operate. 

Manufacturers like their name 
plates shown prominently. Where 
these names are raised letters in the 
machine casting, youll often find 
them painted over with machine 
tool gray lacquer and far from prom- 
inent. This problem is so common 
that it’s always a good practice to 
include in your bag of tricks a small 
can of white lead mixed with ben- 
zine into a weak paste. With a small 
brush this mixture can be applied 
to the raised oily letters. The ben- 
zine dries immediately, leaving a 
stark white covering of wiiite lead. 
After the shot, the white lead can 
be wiped off as a white powder. 

Any safety devices or attach- 
ments on the machine must, of 
course, be left intact regardless of 
the difficulties entailed. However, 
coolant shields can often be removed 
if necessary to get a good action shot 
without risking a flood of letters re- 
garding incorrect shop practice. 


Detail Shot .. . This is an example of 
good lighting for a detailed catalog shot. 
Shadows offer a sense of perspective. 
Over-all lighting is placed to provide 
metal texture, and back lighting makes 
chuck stand out. 














Focusing Attention .. . Here attention of 
the viewer is focused and held on the bar 
stock feeder by maintaining a lower light 
level on the surrounding area. Also note 
how the lighting plays up the gleaming 
metal. 


> The operator in an industrial photo 
is always the focal point of the pic- 
ture and in this role he can make or 
break your shot. He deserves more 
than the casual attention generally 
accorded him in the interest of a 
completely believable picture. The 
type of job being portrayed deter- 
mines your selection of operator as 
well as the apparel he will wear. For 
instance, if you’re putting the accent 
on precision, your model should look 
like a craftsman. We associate a 
craftsman with experience, which 
means a model of approximately 40 
or better. If you can find such a man 
with a genial expression, you have 


a fine start. A white shop coat 
heightens the effect of precision but 
the coat should look like it had been 
worn at least long enough to smooth 
out that fresh - from - the - laundry 
look. 

Following the precision effect to a 
conclusion: it pays to work as closely 
as possible. A long shot seldom con- 
veys the feeling of precision. In cases 
where the product is a large ma- 
chine like an open side boring and 
milling machine, the operator will 
carry the part well when wearing 
the gray shop coat. For the smaller 
machines like turret lathes, the oper- 
ator will look best in a work shirt 
and slacks. Never waste film on pro- 
duction operators wearing white 
T-shirts or overalls. Reserve the 
overalls for men engaged in mainte- 
nance work. In all cases, double check 
the common safety precautions that 
the job may require like short 
sleeves and safety goggles. If any 
point exists about the safety angle, 
it will pay to consult the company 
safety supervisor. 

When posing the operator, you 
will, of course, instruct him to look 
at his work and not at the camera. 
The operator’s position at the ma- 
chine must not block any important 
feature of the machine when he is 
stationed in the normal operating 
place. The operator can be moved a 





few inches one way or the other but 
beyond that it will be advisable to 
find a better camera viewpoint. Have 
the operator go through the cycle 
and select the most interesting part 
of the cycle for the picture. Pose the 
operator in a nice, easy stance, nat- 
ural for the job but not so relaxed 
that he leans on an elbow or crosses 
his legs. He should appear comfort- 
able, alert and looking at the job 
with some semblance of interest. 
Too stiff a stance will give the photo 
an obviously posed look. 


>It’s true that lighting is strictly 
the photographer’s job and, of course, 
you will have no actual part in this 
phase of photography. Yet, it’s so 
basic, so vital, that a few important 
points should be understood by those 
who buy photography. 

Photography and light go hand-in- 
hand; without light there could be no 
photography. Naturally, it follows 
that if you have poor lighting you'll 
have equally poor pictures. Good 
lighting can dramatize an otherwise 
ordinary scene, it can make a picture 
appear authentic and it can save you 
many retouching dollars. This is the 
place where your photographer 
saves—or costs you money. Upon his 
experience, attitude and willingness, 
the quality of your picture depends. 

These are important points to re- 
member: 


No more costly color proofs, plate corrections, ink experiments! 


Now, COLORON, a permanent, easy-to-use tool, gives you complete control and accurate 
analysis of single and multiple color printing. COLORON predetermines the results from 
the combination of any number of colors and/or their tints. COLORON shows how these 
colors and combinations will look on colored stock, what overprinting inks or tints are 
necessary to match a given color, how the various possibilities of type (surprint, dropout, 
tinted, colored, black) will appear on the printed surface. COLORON also indicates the 
proportions of inks to be mixed for use. COLORON saves money and time for anyone 
concerned with the graphic arts. 

COLORON set C-1 contains 11 color pheets pls 1 type specimen sheet in a permane nt, 
waterproof portfolio ' $9.50 per se 









Order today or write for complete descriptive 4 color folder to: 


of 
De! te Bruch Mio Corp 


A. |. Friedman Inc. 
20 East 49 St., N.Y. 17, N.Y. 





Arthur Brown & Bro., Inc. 
2 West 46 St., N.Y. 36, N.Y. 


. for more details circle 384, page 135 April 1955 ¢ ar « 101 








IT’S NEW! IT’S A BEAUTY! 


PPV T ELE a Aadbet Comer 


DISPENSER 


The World’s Most Modern Dispenser 


Can’t tip—can’t stick —can’t drip. 
No adjustment —big brush always 
reaches rubber cement. Handy grip- 
top; seals tight by finger pressure. 


ONLY At your dealer or direct 
$995 The HABERULE Co. 
Box R245 « Wilton, Conn. 
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TRANSPARENCIES 


Full Color Film... 
e 8x10... 100 up—2.00 each 
e under 100—new low prices 


Trans-Photos... 
e 8x10—in large quantities for 
as low as .45 each 
Shadow Boxes... 
made to order 
Complete Studio Facilities 


MIDDLE WEST 
Display & Sales Co. 


1635 W. Melrose Street 
Chicago 13, Illinois 
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8x10 
GLOSSY. PRINTS 





MAJOR 


Lrrnare PHOTO CO. 
eh Fey 1210 N. CLARK ST. 
ala ?- CHICAGO 10, ILL. 

ae its a Michigan 2-5651 


Cela le a 


“Palette Patter’ keeps 
you posted on the latest 
and best in artist materials 
and equipment. Get your 
copy. Write to— 
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1. Poor lighting has more to do with 
excessive retouching than any other 
photo fault. 


2. Floods alone are not adequate 
when you're taking an action shot, 
but they are preferable for tooling 
and parts pictures. 


3. Flash can be used for practically 
all shots but are not nearly as satis- 
factory as floods for the tooling and 
parts pictures. One of the great ad- 
vantages of flash lies in its ability 
during daylight hours to darken a 
disturbing background. Flash is def- 
initely indicated where the equip- 
ment is in front of sunlight windows. 


> Backgrounds can also be rough on 
your retouching dollars. When set- 
ting up a shot, plan for a negative 
background—one that makes your 
subject stand out clearly. When 
shooting publicity pictures, make 
your backgrounds dark if at all pos- 
sible—such backgrounds attract more 
attention on the printed page than 
a light background. 

When the machine is located in 
front of bright windows, a heavy 
black canvas back-drop will be found 
necessary. Waving and shaking the 
canvas during a time exposure will 
make the background appear 
smooth. If no back-drop is available, 
then use plenty of synchronized flash 
as flood lighted pictures under such 
conditions will definitely be useless. 

A background formed by a dis- 
tracting array of machines and other 
equipment may often be minimized 
by raising the camera level and 
shooting down. Again, flash during 
the day will cut down the prom- 
inence of any disturbing background 
areas. At night floods will do the 
same thing. 44 





Next Month 


In the May AR, Errol Prince will 
conclude this discussion of photographs 
for advertising. The second article will 
cover several important subjects: 

@ Sequence pictures. 

e Performance data or case _ history 
photos. 

@ The out-of-town photographer on an 
assignment alone. 

e How to get more out of your photo- 
graphic budget. 

Reprints of this series of two impor- 
tant articles will be available from AR 
on May 1, 1955, at the following costs: 


Single copies 50¢@ 
Lots of 10 or more 40¢@ 
Lots of 50 or more 32'42¢@ 
Lots of 100 or more ...25¢@ 


Send all orders to: Reprint Editor, 
Advertising Requirements, 200 East Illi- 
nois St., Chicago 11. Payment should 


accompany all orders totaling less than 
$l. 








Stock Art .. . A new series of continuous 
tone art subjects are featured in a new 
service announced by Harry Volk Jr. Art 
Studio. Each month Volk will issue a dozen 
general-use subjects such as the one shown 
above. 


Volk Introduces New 
Continuous Tone Art 


A new continuous tone art service 
has been announced by Harry Volk 
Jr. Art Studio (Pleasantville, N. J.) 
to supplement its ready-to-use clip- 
books of line art. 

The new service will offer a regu- 
lar monthly supply of continuous 
tone drawings, rendered in wash, 
tempera, casein and other media by 
top free-lance artists. The subjects 
will be reproduced for distribution 
by a screenless printing method. 

A dozen general-use subjects will 
be prepared each month and will be 
reproduced in 8x10” size on quality 
drawing paper. Additional details are 
available. 


For your copy circle No. 325 on the 
Reader's Service Card inside back cover. 


Produce Disposable Cups 
For Mixing Paints, Inks 


A permanent tray with disposable 
plastic mixing cups, designed espe- 
cially for work with watercolors, 
tempera, retouch colors, inks and 
dyes, has been introduced by Re- 
gush Products Co. Called “Mix-eez,” 
the cups offer a good, white mixing 
surface and are completely dispos- 
able, thus eliminating messy wash- 
ups. 

Partially used paints and hard-to- 
match colors can be stored if desired. 
According to the company, the cups 
are easily removed from the per- 
manent tray. The trays holds five 
cups, and each cup is 154” in diam- 
eter. The surface of the cup will take 
pencil or ink markings for identifica- 
tion. The tray may be attached to the 
drawing board, and the company says 






COLOR PRINTS 


From Your Color Films 
Satisfaction or your money back. 
Fast service—high quality. 
KODACHROME 
ANSCO COLOR 
EKTACHROME 


5c oc | $ €1 | “$2 8x10 




















KODACOLOR a 32¢ a 
DUPLICATE 35 mm slides, 25c 
FILM PROCESSING: Ansco-Ektachrome 

120-620; 20-exp 35 mm; $1 per roll 
COLORFAX LABORATORIES 


Dept. R-45: Box 3521, Georgetown Sta., Washington 7, D. C. 





Minimum order $1 
No COD's, please 
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PHOTOS IN QUANTITY REPRO- 
DUCED FROM YOUR ORIGINAL 
PHOTO, NEGATIVE OR ART WORK. 
GUARANTEED AS GOOD OR BETTER 
THAN YOUR ORIGINAL. BLACK AND 
WHITE GLOSSIES, POSTCARDS, BLOW- 
UPS, AND BEAUTIFUL COLOR WORK. 
SATISFIED CUSTOMERS COAST TO 
COAST SINCE 1936. 


MULSON STUDIO 


252 MIDDLE ST., BRIDGEPORT, CONN 
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FREE CATALOG! 


NOW AVAILABLE! 





The most complete catalog of its kind ever 
published! ARTISTS’ SUPPLIES, SILK 
SCREEN AND SIGN SUPPLIES—THOU- 
SANDS OF ITEMS LISTED! Request must 
be on your company letterhead. 


TIM OM Cia tii eeh 


2174 E. 9th St Cleveland 15, Ohio 
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Save 40 minutes oa day 
Specifying type.... 


Transparent overlay alphabets—389 of them—enable 
you to save 40 minutes daily, or more. Exclusive in 


this new 8th edition, useful and practical TYPE BOOK. 


Only in this type book will you find 155 type styles 
PRINTED IN REVERSE, in small sizes. You can 
choose a clean reverse type in six seconds, with the heip 
of this page. Also locate any type in this WORLDS 








HANDIEST TYPE BOOK 8th edition. 
Send postal for free information 


F. H. Bartz, 112 W. Kinzie St., Chicago 
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HARRY VOLK’S NEW JUNIOR 


CLIP BOOKS 


Americo’s top ready-to-use art service 








Just clip and paste Write for sample aed 





issue FREE! No obligation 


HARRY VOLK JR. ART STUDIO 
PLEASANTVILLE 2, NEW JERSEY 


he Ris 
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No Messy Wash-ups . . 
tray with new disposable plastic mixing 
cups for mixing watercolors, tempera, etc. 
is designed to eliminate an artist’s messy 
washing up chore. 


. This permanent 


that refill boxes of 50 cups mount 
easily to the side of a tabouret. 

The permanent tray with 25 cups 
retails at $1.69 and refills are 79¢. 
Sample cups and additional informa- 


tion are available. 


For your copy circle No. 326 on the 
Reader’s Service Card inside back cover. 


Introduce Plastic Overlay 
That Takes Paints or Inks 


Kleerkote, a new transparent plas- 
tic overlay, has been marketed by 
Bourges Color Corp. According to 
Bourges, you can paint on this over- 
lay “just like paper.” 

The company says that the over- 
lay will take poster paints, water 
colors or inks smoothly and that they 
won't chip, peel or crack. Bourges 
is using a special transparent coat- 
ing that holds the colors on both 
sides of the overlay. In addition, the 
overlay will take fine pen lines, 
without spreading, and airbrushing 
can be done on it. Reportedly, the 
colors are easily removed with water 
and the overlay can be reused. 

Kleerkote is priced at $1.25 for 
a 20x25” sheet. Samples and addi- 


tional information are available. 


For your copy circle No. 327 on the 
Reader’s Service Card inside back cover. 


Photographic Mural Papers 
Offered by Anken Chemical 


Anken Chemical & Film Corp. 
(Newton, N. J.) has announced the 
production of photographic mural 
papers in roll widths of 54” and 62”. 
The company says that these rolls 
are the widest such papers manufac- 
tured in the U.S.—at least 8” wider 
than other papers. 

Anken also produces the papers in 
standard 42” width. Cut sheets of the 
Anken “Ebony” and “Sabletone” 
mural papers are now available in 
widths up to 60”. Both types are pro- 
duced in three grades of contrast. 
“Ebony” is a fast projection mural 
paper with a blue-black image color, 
while the “Sabletone” is a slow pro- 
jection paper with a “warm tone. 44 
















Quantity Photos 


Mit 


8x10 Prints 


: 
Only 4) 4 2% 


IN LOTS OF 100 


Commercial 
Photography 


PRODUCT 
ADVERTISING 
INTERIORS 
EXTERIORS 
tethers 
PUBLICITY 
COMMERCIAL 


BUFFALO 


PHOTO COMPANY 


152 W. Huron Street * Chicago 10, Illinois 
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Does your manage- 
ment demand more 
sales power from 
the ad budget? Is 
the Sales Mgr. 
hunting props? 
How about help 
for the salesmen in 
the field? Are YOU 
feeling the pressure 
of production 
strain? 


The FREE Ad 
Promotion Idea Kit 
may have some 
answers for you. 


See how others are 
handling the same 
problems with off- 
set printing, using 
reprint techniques, 
converted ads for 
promotions and 
displays, etc. It'll 
set you thinking! 


PROMOTION Idea Kit to: 


Address 


OFFSET PRINTERS 
123 N. Wacker Dr. 


Chicago 6. Illinois 
. for more details circle 457, page 135 
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Dramatizing the Invisible 





Peerless Uses Unusual Photo to Help Sell 
Hard-to-Illustrate Features of Product 


How to dramatize two invisible 
sales points? 

That was the problem facing Peer- 
less Photo Products Inc. (Shoreham, 
N. Y.) and its advertising agency, 
John Mather Lupton Co. Inc. (New 
York) in preparing an advertisement 
for two new Peerless photocopy pa- 
pers. The new papers are used to 
make translucent copies, by conven- 
tional wet-process photocopying, of 
drawings, prints, and other original 
documents. These translucent copies 
then serve as the “masters” from 
which duplicate copies can be run off 
in any desired quantity by blue- 
printing or diazo process printing. 

The high translucency and wet- 
strength of these papers were telling 
sales points with prospective users, 
according to a preliminary market 
investigation. To the consternation 
of agency and client, there appeared 
to be no way in which an impres- 
sion of these two outstanding physi- 
cal properties of the papers could be 
conveyed in an ad by means of a 
photo. 


> Ralph Cavan, Lupton art director, 
thought it could be done. He visual- 
ized a low-key photograph which 
would dramatize a sheet of the new 
paper by showing it immersed in a 
tank of water, back-lighted to reveal 
its high translucency, and vigorously 
stretched by two hands to point up 
its high resistance to tearing when 
wet. 

Lew Pitzely of Arrow Photo Serv- 
ice (New York) was called in to 
execute this photograph — which is 
easy enough to describe but proved 
to be somewhat tricky to produce. 
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First of all, it was no small chore 
to find a tank of the right size. Fin- 
ally, a 100-gallon aquarium was lo- 
cated at a tropical fish dealer, and 
rented for the day. 


> Then, there was the minor prob- 
lem of filling and emptying the 100- 


a 


Dramatizing the Invisible . . 





gallon tank. Full of water it weighed 
over 800 lbs.—virtually immobile. A 
bucket-brigade of Arrow’s staff was 
organized to carry water from the 
darkroom tap to the tank as set up 
for photographing at the far end of 
the studio. A similar bucket-brigade 
emptied the tank. 

Photographer Pitzely then con- 
tributed the idea of adding interest— 
and realism—to the photograph by 
showing bubbles rising from the 
bottom of the tank, as they would be 
in a photocopy developing or wash- 
ing tank. This was accomplished by 
running a small perforated air-hose 
connected to an air-brush compres- 
sor across the bottom of the tank. 

This was fine, but “stopping” the 
bubbles on the photograph proved 
to be something else again. Ordinary 
flashbulbs were tried first, but the 
1/100th second duration of the flash 
proved too long, and the bubbles 
appeared on the photograph as 
streaks. So two stroboscopic lights 
were placed, one on each side of 
the tank, and triggered for a single 
flash of 1/10,000th second in the mid- 
dle of a three-second shutter open- 
ing. These, plus a single 750-watt 
incandescent spotlight shining 
through the paper from behind, pro- 
duced the striking illustration. 

The result: a dramatic illustration 
of the invisible—and an effective ad- 
vertisement for Peerless. 44 
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. Here’s how the photo at the top of the page was 
produced: Photographer Lew Pitzely (left) 


used two strobe lights synchronized for 


1/10,000th second plus a 750-watt spotlight (just to the left of tank). A perforated 
hose inside the tank, connected to an air-brush compressor, produced the bubbles. 
Looking on (center) is art director Ralph Cavan, who dreamed up the unusual photo 


to illustrate a hard-to-describe product. 
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An interesting packaging program has 


given brand identity to a product which 
is usually completely anonymous. 


AR presents the case history of an 
unusual package designing job. 


Redesigned Packages . . . These new packages for the wire prod- 
ucts of U. S. Steel’s Columbia-Geneva division were designed by 
Walter Landor & Associates to produce a ‘’family identity’’ for 








the line. 


Wel-planned, well-executed mod- 
ern pac.i:age styling created for U. S. 
Steel (Columbia-Geneva division) 
by Walter Landor, San Francisco 
industrial designer, has in one big 
jump revolutionized nail merchan- 
dising. 

For many years the humble but 
indispensable nail has been whole- 
saled to retailers simply as_ nails. 
Customers, from home handyman to 
building contractor, have purchased 
their nails in bulk form minus either 
brand or manufacturer’s identifica- 
tion. 

Now, however, thanks to the styl- 
ing of skilled industrial designers, 
the retail as well as the wholesale 
customer can ask for and get by 
name nails made by U. S. Steel and 
distributed in a unique group of new 
corrugated cardboard Nail Paks. 


>By design and styling, Mr. Lan- 
dor’s firm enabled U. S. Steel’s Co- 
lumbia-Geneva division to merchan- 
dise its nails with the manufacturer’s 
brand name clearly shown on the 
container in a manner stimulating 
greater sales volume. The design 
also gave to the Nail Pak the “plus” 
value of a quick visual identification 
of the type and size of the nails con- 
tained in the package. 









The Landor organization, when it 
had been assigned the re-design pro- 
gram, set up the following specific 
objectives: 


1. To make the Nail Pak look better 
to anyone who might handle the 
package, from factory worker, jobber 
and retailer, through to the ultimate 
customer. 


2. To project the old and respected 
USS trademark with greater power 
and more sales conviction. 


3. To make the Nail Pak box itself 
an attention-getting unit, so distinc- 
tive that when once seen it would 
always be associated in the cus- 
tomer’s mind with U. S. Steel. 


4. To make the Nail Pak as com- 
pletely functional as possible, in giv- 
ing clear visual identification of its 
content, in handling at the factory, 
the warehouse, on the retailers’ 
shelves, and on the customer’s job. 


>“One of the major problems hith- 
erto in selling nails on a brand 
basis,” Mr. Landor explains, “has 
been the extreme difficulty of drama- 
tizing the product. 

“After all, allowing that it is manu- 
factured according to standard speci- 
fications, a nail is purchased simply 






























as a nail, with no chance for dra- 
matic appeal to distinguish one nail 
from other nails. 

“Thus, it was obvious that the sales 
appeal would have to come in the 
packaging of the product and it be- 
came our aim to develop a style and 
a design theme that would provide 
dramatic and colorful sales appeal, 
without in any way increasing pack- 
aging costs.” 


Nail ‘’Keg” . . . A new look for 100 Ib. 
nail packages is this design developed by 
Walter Landor for U. S. Steel’s Columbia- 
Geneva division. Note the quick and clear 
identification of the contents 
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THILCO PRINT-DECORATED 
PACKAGING PAPERS 


GIVE YOU THE LOWEST COST 
ADVERTISING SPACE 


YOUR MONEY CAN BUY! 










Thileco DECORATED packaging papers 
reach vast new audiences at little extra cost 
than plain protective papers—and they com- 
bine “personalized” brand name identification 
with these important functional qualities :— 
























FUNCTIONAL SALES APPEAL: Thilco print 
DECORATED papers give products new 
merchandising values in product identifica- 
tion, prestige, eye-appealing attraction and 
simplified inventory control. 





























FUNCTIONAL PROTECTION: Thilco’s complete 
range of protective papers can be PRINT- 
DECORATED. These include papers fot 
Waterproof protection, prevention of Mois- 
ture-Vapor transmission and Grease or Oil 
penetration — as well as numerous other 
specialty grades, general wrappings and bags. 












































FUNCTIONAL WRAPPING: Thilco papers are 
specially adaptable to all methods of wrap- 
ping and covering — including automatic 
machine wrapping, bundling, hand wrap- 
ping, box covering and bags. 


























For maximum sales and advertising impact 
. . . low cost brand name identification, in- 
vestigate the DECORATING possibilities of 
Thilco Functional papers today. 























Thileo FUNCTIONAL papers: 


Asphalted Waterproof Barriers, 
Woxed Moisture-Vapor Barriers, 
Glassines and Greaseproofs, 
Polyethylene Treated Papers, 
Specialty Krafts and Specialty 
Bogs. Write for sample kit, 
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Lingering Identification . 
Steel trademark continues to identify the 
package even after the cover has been 
removed from the large nail packages. 


. « wee W: S. 


> Surveys taken among wholesalers, 
retailers and users disclosed that 
nails, baling wire, fencing and other 
consumer wire products of U. S. 
Steel suffered from a lack of package 
identification. 

To achieve this identification and 
to help boost sales, Landor’s design 
firm concentrated on the develop- 
ment of forcefully styled packages 
by which the U. S. Steel brand would 
be closely associated with the prod- 
uct through application to each con- 
tainer of a “family unity” of design. 

“As our re-design program pro- 
gressed,”’ Mr. Landor declared, “we 
could sense through the surveys we 
conducted a growing enthusiasm for 
this new idea. It was an idea unique 
in wire products merchandising, that 
package design could be an actual 
instrument for improving sales.” 


>Mr. Landor and members of his 
staff carried on extensive research 
in box storage, assembly, filling and 
marking departments and among 
warehousers, jobbers, contractors 
and hardware, lumber and building 
supply dealers. 

Based on the results of this re- 
search, a design program was applied 
to the 5 lb. Nail Pak now being mar- 
keted throughout the entire Pacific 
Coast, and to a 25 Ib. and 100 lb. Nail 
Pak, which are in the process of 
reaching the market. 


> Carrying out the “family identity” 
in the packaging of nails, the new 
Landor styling has also been applied 
to the packaging of baling wire, a 
product which up to now has been 
extremely difficult to sell by brand 
name. 

One survey disclosed that in the 
Central Valley of California, the 
average farmer was not aware that 
U. S. Steel sells baling wire, despite 





the fact that he might have a spool 
of it on his baling machine. 

This and similar surveys proved 
conclusively that customers, al- 
though they used the USS baling 
wire, did not readily associate the 
product with U. S. Steel as the manu- 
facturer. 


> This situation was changed almost 
overnight by the “family identity” 
theme which emerged from the Lan- 
dor design program. Customers are 
now more keenly aware of the brand 
identification, and the attractive new 
design has helped considerably in 
placing the products in areas where 
they had not previously been sold. 

Because of the new design, cus- 
tomers developed an awareness of 
the role of the company in meeting 
farm needs and the sale of baling 
wire reportedly jumped upward by 
50%. 


> The Landor styling has also proven 

a tremendous sales producer with 
the 5 lb. Nail Pak, a completely new 
type of package which has had spec- 
tacular acceptance wherever it has 
been introduced. 

“In assisting U. S. Steel’s Colum- 
bia-Geneva division to improve the 
merchandising of its wire products,” 
Mr. Landor says, “we were also anx- 
ious to produce a design that would 
contribute materially to solution of 
some problems involved in produc- 
tion, warehousing and distribution. 

“To accomplish this,” he continued, 
“we deliberately designed the Nail 
Pak label area with adequate space 
for the imprinting of a description 
of the sizes and types of nails con- 
tained within the package. 

“This has proven helpful not only 
to the wholesaler, the retailer and 
the customer, but also in the factory 





Family Identity . . . These shipping con- 
tainers for 5 Ib. packages of nails show 
how an integrated design theme helps 
establish family identity throughout the 
U. S. Steel nail packaging program. 








and in the warehouses of the jobbers, 
who no longer find it necessary to 
search for the kinds of nails they 
want.” 


> Providing space on two sides of the 

Nail Pak for imprinting and on the 
top for addressing and shipping tags 
appreciably reduced the handling 
time in packing and stacking. “Each 
box looks neat and in place on our 
shelves,” is the common reaction of 
retailers, “and the customer finds it 
far easier 19 make his selection of 
nails by sini) picking up a Nail Pak 
than by our ©!:: scoop and paper bag 
method.” 

From a sales promotion and adver- 
tising point of view, the new Nail 
Pak and its brand identification de- 
sign possess many important advan- 
tages that can be utilized in adver- 
tising or display. 

“Our aim,” Mr. Landor points out, 
“was to completely revitalize the 
trademark and by design and re- 
styling make this trademark become 
an integral part of the customer’s 
association of the company with 
nails, baling wire, etc. 

“The new design, we feel, gives the 
package an appearance of solidity 
with all of the dignity and prestige 
of the giant corporation behind it, 
and reflects the corporation’s adher- 
ence to the modern concepts of 
sound merchandising. 44 


AMA Packaging Show 
In Chicago April 18-21 


Some 30,000 users of packaging 
materials, equipment and services 
and approximately 375 exhibitors 
are expected to participate in the 
24th annual National Packaging Ex- 
position to be sponsored by the 
American Management Assn. in Chi- 
cago’s International Amphitheatre, 
April 18-21. 

In conjunction with the exposi- 
tion, the AMA’s packaging division 
will conduct a conference in the Pal- 
mer House April 18-20, during which 
the latest developments in packag- 
ing, packing, shipping, traffic man- 
agement and materials handling will 
be discussed. 

It is expected that some 1,000 pack- 
aging, traffic and materials handling 
executives will attend the confer- 
ence, which will include: 

e Descriptions of specific packag- 
ing programs. 

e Packaging case histories, including 
merchandising and operational as- 
pects of retail marketing. 

e Reports on experimental work in 
meat packaging by Swift & Co. and 
Armour & Co. 

e Industrial packaging methods. 

e Techniques for reducing packag- 
ing costs. 


e Simplification and standardization 
of packages. 

e There also will be sessions devoted 
to the machinery for the packaging 
production line, including discus- 
sions of instrumentation, integrated 
changeover units, preventive main- 
tenance, inventory control and in- 
dustrial relations. 44 


New Machinery Directory 
Issued by Manufacturers 


A new directory covering all types 
of packaging machinery has been 
published by the Packaging Ma- 
chinery Manufacturers Institute. The 
loose-leaf, leather-covered volume 
is designed to be a handy, up-to-date 
reference book for anyone interested 
in packaging equipment. 

The book lists trade names of 
equipment, kinds of equipment 
available and names and addresses 
of the machinery makers with com- 
plete information on the machines 
each produces. 

The directory sells for $10 and may 
be obtained from the Packaging Ma- 
chinery Manufacturers Institute, 342 
Madison Ave., New York 17. 44 


Plastic Coated Papers 
Form Single-Use Packs 


Combinations of paper, glassine 
and foil, extrusion coated with Bake- 
lite polyethylene, are being used for 
dry-packed, single-use pouches for 
food and cleansers. The polyethylene 
coating helps keep in the moisture, 
make a tighter seal and it folds easily 
without cracking. 

The gravure printed papers are 
being used to package products such 
as Lipton chicken noodle and tomato 
soup mixes and Spic and Span 
cleanser. Use of the plastic coating 
eliminates one layer of foil that was 
used previously to package similar 
items. Films coated with these poly- 
ethylene resins show a high resist- 
ance to most chemicals and grease. 

The single-use packaging papers 
are being manufactured by Riegel 
Paper Corp. (New York). 44 


New Conditioning Added 
To Sylvania Cellophane 


Designed to replace moisture driv- 
en from film during printing opera- 
tions is a new cellophane condition- 
ing unit introduced by the Sylvania 
Division of American Viscose Corp. 
(Philadelphia). The unit permits the 
obtaining and holding of normal 
moisture after printing. The condi- 
tioner can be attached to any type 
printing press. 44 
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Removes Old Shipping 
Marks - Dries Quickly 
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Carton Color - Stencil 
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750 type style 3 and the skill to make them work for you. 


This large and varied type style selection 
is a perfect tool in the hands of 


Monsen’s typographic craftsmen—your insurance | ; 
: x hicago 11 
against make-do, a guarantee of exactly the 9° East Illinois Street 
right typographic “‘voice” for your message. _ Los Angeles-15 
928 Figueroa Street 


* 
Monsen’s Typographic Handibook : weshdeain 1 
shows them all. To obtain it, just send us a card. 509 F Street, N.W. 
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By A. Raymond Hopper 

Wouldn’t it be nice if everyone 
always spoke in quiet, well-modu- 
lated tones, no one ever got excited, 
and gentility always ruled all our 
actions? No, Heaven forbid! It would 
be a pretty dull time, probably, with 
mighty little fun. Rugged individ- 
uality is a primal quality of Amer- 
icans, and worth its salt. 

We knew from the beginning that 
free enterprise and the spirit of com- 
petition inevitably breed frequent 
ructions. But it was the love of just 
that sort of thing that led printing’s 
patron, William Morris, to build a 
table he could “thump with his fist 
without smashing it.” And think of 
how much furniture—and how much 
advertising—all that created! 


>The very essence of modern mer- 
chandising is competition. Each ad- 
vertiser tries, within his means, to 


A leading typographer shudders at some of the techniques 
used in today’s ads . . . and suggests a “way out.” 


outyell and outsell everyone else. 
For a large segment of the field, the 
spirit of the times is “screech,” and 
to thos2 in that segment screech al- 
ways seems to be synonymous with 
Gothic type, bigger and blacker and 
more unreadable than almost any 
other type. 

It is not the screech that should be 
condemned, but its futility as prac- 
ticed. For, as bellows, roars, and din 
can and do cause irritated victims to 
stop their ears, so does over-display 
impel them to close their eyes and 
thoughts, or—turn the page! It is 
hard to understand why so many 
advertisers are convinced that the 
surest and simplest way to a cus- 
tomer’s heart and pocketbook is by 
slugging him over the head with a 
typographic club. 

Of course, such concerns as Eliza- 
beth Arden, Black, Starr & Gorham, 
Russek, and Steinway do not raise 





their voices in type or otherwise act 
as if they were going out of business 
come nightfall. As the British would 
say, “It isn’t done.” But try to go 
to town with a new drug, toothpaste, 
cigaret, clearance sale, or anything 
apparently with a real or artificial 
flash-news angle, and the SOS goes 
out for the biggest and blackest 
Gothic type available, blown up to 
all the available space will allow. 


> Perhaps lots of us, in and out of 
the advertising business, would pre- 
fer to read typography with the rich, 
quiet, mannerly charm of Caslon, or 
the Gallic piquancy of Garamond, or 
the slightly Eve, 


more whimsical 


Bernhard Modern Roman, or exotic 
Egmont. But advertising generally 
is not designed for our cultural en- 
joyment. Somebody is shelling out 
good, hard coin of the realm to aid 
in the selling of goods, and those 
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people most conscious of this pur- 
pose, and its expense, will have to be 
forgiven if, amidst the din of vocifer- 
ous competition, they have less faith 
in esthetics than in going after busi- 
ness typographically hammer-and- 
tongs. 

This screed, therefore, is not meant 
to disparage such ambitious minds. 
The present pace of progress must 
inevitably include power as well as 
perfume. And, these days, even the 
ever-present and teen-age-popular 
bulldozers are painted red and 
yellow! 

But, if the nature of your business 
demands a perpetual typographic 
slugging match, there is some merit 
in using padded gloves instead of an 
iron maul. Many other types than 
Gothics and sans serifs can deliver 
a knockout, and do it without the 
curse of brutalizing the blow. Im- 
pact does not depend on driving 
away the devils of competition with 
blood-and-thunder typography. 


>There are various ways of com- 
manding attention. You can pound 
the desk with a gavel, thump the 
table, bellow, shriek, or do some- 
thing else to shock people out of their 
skins. Therein, indeed, is probably 
the reason for many hand-lettered 
headings. They form an unexpected 
note that stops the roving eye by its 
unconventionality. The trouble with 
antics, however, is that they call 
attention to themselves, and not al- 
ways favorably, instead of to the 
essential message or product. 

Type, too, can yell its head off in 
different ways—by size, weight, con- 
trast or oddity. But, while these 
methods may all be more or less 
effective in arresting attention, they 
are not all equally expedient for pro- 
moting the sale of goods. The first 
thing to guard against is appearing 
to lose one’s temper; extremes can 
be as crude as a fishwife’s billings- 
gate. Letters can be so heavy and 
black that counters fill in or lose 
legibility. They can be so tall that 
the letters run together at normal 
reading distance. Yell, if you feel 
you must, but use discretion! Re- 
member, also, that type too big for 
its space can push the reader fur- 
ther away from the page in order 
that he might even discern the 
letters. 


>There seems to be a general im- 
pression that brass tacks, hammer- 
and-tongs typography necessarily 
means using the Gothics, or at least 
the most brutal of the sans serifs. 
Yet, a little thought should show 
that emphasis need not entirely dis- 
pense with good manners. A mathe- 
matical fact doesn’t become truer 
because it is uttered through 
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clenched teeth or a megaphone. To 
avoid serifs or thick-and-thin lines 
simply because you think they pretty 
up the appearance is a contradiction 
of terms in the premise. Those very 
features were designed to aid identi- 
fication, and attraction is not any 
less attractive by being pleasing. 

The Gothics have simplicity and 
power, but so also do Stencil, Lydian 
Bold, and Balloon Extrabold, for ex- 
ample. And in a publication where 
many advertisements feature Goth- 
ics, a different selection might be 
just what the doctor ordered to help 
yours to stand out. I suspect that 
the constant reliance on the Gothics 
is most often merely a substitute for 
thought. "Way back in the middle 
1920’s, everybody and his brother 
were going mad over what they 
thought was modernism, and no ad- 
vertisement would be considered 
professionally composed that didn’t 
sport 24 pt. black rules all over the 
places where pure white would have 
done better. 

Of course, there is nothing more 
consistent with a plain rule than, 
say, Franklin Gothic. So, just for 
deviltry, I suppose, Hal Marchbanks 
of New York had American Type 
Founders dig out of its vaults the 
mats of an old, old face that Robert 
Thorne made notorious about 1800. 
Characteristically, he called it the 
Blacker-’n-Hell type, and advertis- 
ing men simply ate it up. So ATF 
added it to its current offerings 
under the more respectable name 
of Ultra Bodoni. For many things, it 
beats Franklin Gothic and its ilk 
like the tax collector beats an in- 
come. 


> “Big,” anyway, is only relative. It 
depends on the space it is in, for one 
thing. Your 120 pt. display type 
would scarcely be seen on a bill- 
board on a high building a block 
away. And it is a truism of good lay- 
out that two or more areas of equal 
dominance in an advertisement viti- 





“Get ready, Harris . . . they’re calling 
for a FAST delivery!” 





ate them all. Set off your big type 
by smaller type next to it (oh, I 
didn’t mean sitting in its lap!), or 
“island” it with plenty of surround- 
ing white space and you will increase 
the importance of your heavy dis- 
play. 

There’s an economic side to this, 
also. Let’s imagine an extreme but 
not uncommon case, for illustration. 
Suppose we set a word or two with- 
out descenders in 72 pt. Alternate 
Gothic No. 1 and blow it up six times, 
to fill the top of a newspaper page. 
It sure makes a smash! The letters 
have strokes four picas thick and 
28 picas deep. 

But the same copy set in 42 pt. 
Ultra Bodoni and enlarged six times 
would have the same width, its let- 
ters would have strokes nine points 
thicker. The smash display effect 
would be far greater than that of the 
Gothic, if it is black ink you want. 
And, what is of more striking impor- 
tance in the light of agate-line space 
costs, the depth of the Ultra Bodoni 
would be 13 picas less than that of 
the Gothic, which amounts to a sav- 
ing of 240 agate lines on an eight- 
column newspaper page. Figure that 
one out in dollars and cents! And, 
even more important, it will be more 
readable in the Ultra Bodoni, 
“blacker ’n hell” though it is. Sheer 
size is not an essential of hammer- 
and-tongs typography; often it is 
mere “thud-and-blunder.” 


>There is really only one way to 
obtain force with type, and that is 
by contrast. In a magazine, a page 
set solidly in Century Bold would 
be noticeable only if the rest of the 
publication were set in a lighter face. 
Twenty-four point type is stronger 
than 12 pt. only when the surround- 
ing or customarily used sizes are 
smaller. Italics generally are used 
for emphasis, but in a mass of italics 
you have to use a Roman to get any 
emphasis. Big, black Gothics can be 
very powerful, until everyone else 
tries the same trick. All that is ele- 
mentary, but we often become so 
erudite we forget the rudiments. 

There is nothing especially wrong 
with the Gothics, except their crude 
barrenness, nor their use for the 
purpose presently being discussed, 
but even where body blows count 
more than esthetics, Cooper Black, 
Nubian, Othello, or any of many 
others has a more powerful punch 
plus a pleasing personality that no 
Gothic ever boasted. 


> At no time in the world’s history 
have designers been so blessed with 
such a variety of typographic tools 
to choose from as right now. There 
are narrow types available in a care- 
fully graduated range of widths, 
Romans in any desirable degree of 
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We are told that one of the chief reasons panel quiz shows 
are so popular on Television is because the watchers are 
always given the answers. The panel may hem and haw 
and go down in defeat and embarrassment; but Jawn Q. 
Public in his living room is complacent. He knows! 


The TV watcher’s freedom from worry is comparable 
to the customer who patronizes an ATA firm. He can sit 
back and relax, knowing that the job will be done exactly 
right. But unhappily all buyers of composition do not 
take advantage of ATA service. There are still folks who 
think perhaps they can save money by shopping around. 
With them every job is a gamble. Their first concern is 
how the job is going to look—next, how much it is going 
to cost. No wonder they develop ulcers. 

Members of the Advertising Typographers Association 
of America, Inc., because of their high ethical standards, 
good taste in fine composition, and appreciation that real 
service is something to which you are entitled, have made 
it possible for you to trust your ATA typesetter implicitly 
at all times. Unless you have experienced this, you don’t 
know how satisfying it is to turn over all your typograph- 
ical problems to an expert who knows and who has your 
interests at heart. 


Get acquainted with ATA today. A phone call will 
bring a representative. 


Advertising Typographers Association of America Ine. 


Executive Offices: 461 EIGHTH AVENUE, NEW YORK CITY + GLENN C. COMPTON, Executive Secretary 


Send today for the new and up-to-date ATA Handbook 


The Advertising Typographers Association of America have just issued 
the second edition of their famous Hand Book, case bound, 90 pages and 
cover, 814x 11 in., covering the Mechanics of Typography — Layouts — 
Photo Engraving— Electrotyping—a complete official treatise as well as 
a comprehensive text book on these subjects. Send $3.00 to Glenn 
Compton, Secretary, Advertising Typographers Association of Amer- 
ica, Inc., 461 Eighth Avenue, New York City for your copy. 
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Advertising Typographers 
Association 
of America, Inc. 


AKRON, O. 
The Akron Typesetting Co. 
ALBANY, N. Y. , 
Composition Corporation 
ATLANTA, GA. 
Higgins-McArthur Company 
BALTIMORE, MD. 
The Maran Printing Co. 
BOSTON, MASS. 
The Berkeley Press 
H. G. McMennamin 
BUFFALO, N. Y. 
Axel Edw. Sahlin Typographic 
tvice 

CHICAGO, ILL. 
. M. Bundscho, Inc. 

e Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle- Thompson- Kovats, Inc. 
Frederic Ryder Company 
CINCINNATI, O. 
The J. W. Ford Company 
CLEVELAND, O. 
Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 


COLUMBUS, O. 

Yaeger Typesetting Co., Inc. 
DALLAS, TEX. 
Jagegars-Chiles-Stovall, Inc. 
DAYTON, O. 


Dayton Typographic Service 
DENVER, COLO. 
The A. B. Hirschfeld Press 


DETROIT, MICH. 
Arnold-Powers, Inc. 
The Thomas P. Henry Co. 

Fred C. Morneau Co. 
George Willens & Co. 
INDIANAPOLIS, IND. 
The Typographic Service Co., Inc. 
KALAMAZOO, MICH. 

Claire J. Mahoney 
LOUISVILLE, KY. 
The J. W. Ford Company 
MILWAUKEE, WIS. 

Arrow Press 

MINNEAPOLIS, MINN, 
Duragraph, Inc. 

NEW YORK, N. Y. 

Ad Service Company 
Advertising Agencies’ Service Co., Inc. 
Advertising Composition, Inc. 
Artintype, Inc. 

Associated Typographers, Inc. 
Atlas Typographic Service, Inc. 
Central Zone Press, Inc. 

The Composing Room, Inc. 
Composition Service, Inc. 
Diamant Typographic Service, Inc. 
A. T. Edwards Typography, Inc. 
Empire State Craftsmen, Inc. 
Graphic Arts Typographers, Inc. 
Huxley House 

Imperial Ad Service 

King Typographic Service Corp. 
Lino-Craft Typographers, Inc. 
Master Typo Company 

Morrell & McDermott, Inc. 
Chris F. Olsen 

Frederic Nelson Phillips, Inc. 
Philmac Typographers, Inc. 
Royal Typographers, Inc. 
Frederick W. Schmidt, Inc. 
Harry Silverstein, Inc. 

Supreme Ad Service, Inc. 
Tri-Arts Press, Inc. 
Typographic Craftsmen, Inc. 

The Typographic Service Co. 

Vanderbilt- mocheon Typography, Inc. 
Kurt H. Volk, Inc 

NEWARK, N. J. 

Barton Press 

William Patrick Co., Inc. 
PHILADELPHIA, PA. 

Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. 
Progressive Composition Co, 
Typographic Service, Inc. 
PORTLAND, ORE. 

Paul O. Giesey Typographer 
ST. LOUIS, MO. 

Warwick Typographers, Inc. 
SEATTLE, WASH. 

The Deers Press 

Frank McCaffrey’s 

SYRACUSE, N. Y. 

Syracuse Typesetting Co., Inc. 
TORONTO, CANADA 

Cooper & Beatty Limited 
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blackness, simple sans serifs in a 
variety of forms and cursive faces in 
many contemporary styles and 
weights. Typographers have the 
means at hand to express themselves 
in any inflection from a whisper to 
a bellow. They do not have to con- 
fine themselves to a monotone chant 
or roar. 

Bread - and - butter, blood - and- 
thunder, hammer-and-tongs, brass- 
tacks typography, call it what you 
will, is not a thing apart, above or 
beyond the psychological laws gov- 
erning other kinds of typography. 
The purpose and the technique may 
be different, but readability, legibil- 
ity, balance, contrast, and reader in- 
terest cannot be ignored without loss 
of effect, any more than in any other 
application of type. Neither size nor 
blackness nor barrenness of struc- 
ture can be concentrated upon to the 
exclusion of other considerations, 
without sacrifice of some of the dom- 
inance that more thinking through 
might achieve. Following a rut too 
long is the surest way to land in a 
ditch. As in any other department of 
creative activity, original thinking 
pays well for whatever extra effort 
and time it demands. 44 


Lithographers Assn. 
Launches House Organ 


To keep members fully informed 
of “all important developments and 
activities on a regular basis,” the 
Lithographers National Assn. (New 
York) has launched a new house 
organ, “LNA News.” 

The first issue of “LNA News” ran 
four pages, 84x11”, offset in two 
colors with a lively masthead em- 
phasizing the association’s symbol, 
“Offset Offers More.” The publica- 
tion will be published on a bi- 
monthly basis for the present. 

Contents of the first issue include 
stories on LNA’s winning a decrease 
in shipping rates on printed matter 
from the Railway Express Agency, 
plans for publishing 14 new publica- 
tions on cost accounting and finan- 
cial management operations, and the 
reception accorded the traveling ex- 
hibit of the 4th Lithographic Awards 
Competition which has been shown 
in 17 principal cities. 

Editor of “LNA News” is Herb 
Morse, association promotion direc- 
tor. 44 





Stempel Typefaces 
Available in U.S. 


With European typefaces riding a 
wave of popularity in U. S. adver- 
tising design, another German foun- 
dry has established distribution fa- 
cilities here. D. Stempel of Frankfort 
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imports .. . These typefaces are some of the faces Klingspor is importing from D. Stem- 
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Discus Script Semibold 
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Thannhaeuser Borders 
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Primavera Ornaments 


pel of Frankfurt. Klingspor is the U. S. distributor for Stempel. 


has arranged with Klingspor Type- 
founders’ American headquarters 
(Morristown, N. J.) to distribute its 
wide variety of faces. 

D. Stempel, which celebrates its 
60th anniversary this year, is one of 
the top names in European typog- 
raphy. Its types, decorative material, 
rules and Linotype matrices are 
widely used. Both modern and tra- 
ditional faces are on Stempel’s im- 
port list. 

Among the imports are a number 
of carefully preserved, valuable old 
typefaces. Janson Original, for in- 
stance, is still being cast from 17th 
century matrices, and several sup- 
plements to this face have been 
based on extensive studies of the 
original matrices available. 


> The old-face types are also repre- 





sented by such designs as American 
Warren Chappell’s Trajanus and the 
Palatino family designed by Her- 
mann Zapf, Stempel’s type designer 
and graphic artist who is well known 


for his calligraphic pages. 


Among the more modern faces be- 
imported are Martin Wilke’s 
Discus, a calligraphic script type; 
H. 
Hermann 
Zapf’s series of ornamented capitals 
called Sapphire, and Johannes Boeh- 
land’s Balzac, a spirited brush type. 

Modern borders and ornaments 
will also be imported. These include 
the bold Thannhaeuser borders and 


ing 


W. Schwerdtner’s Metropolis; 
Thannhaeuser’s Adastra; 


Primavera ornaments. 


A complete specimen catalog is 


available. 


For your copy circle No. 319 on the 
Reader's Service Card inside back cover 
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investment 
if you spend 
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Ad men find Filmotype a 
particularly happy me- 
dium. It’s so successfully 
money-saving and making! 
Filmotype produces both 
quality ei lettering and 
type .. . pleases clients 

. attracts other adver- 
tisers. If you are in the 
“$45 a month category”’, 
Filmotype’s ‘‘Pay-as-you- 
profit”’ plan actually means 
what we say — no invest- 
ment! 


First — consider what 
these Filmotype features 
can do for you: 

After \% hour practice, 
anyone can produce sharp, 
black hand lettering and 
type perfect for paste-up— 
in minutes. 

Over 800 up to the min- 
ute styles and sizes from 
12 pt. to 144 pt. 

It’s “‘desk-top”’ size... 
easily fits into any agency 
or studio. 


Second — Remember — 
‘no investment”’ value! 
Third — Write for your 


FREE demonstration and 
full details — today! 
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60 W. Superior St., Chicago 10, Ill. 
4 W. 40th St., New York 18, N. Y. 
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New York Typographer 
Casts Reverse Lines 


A unique method of preparing 
reverse type has been developed 
by Einnehmer & Taylor Inc. (New 
York). Lines of type are Ludlow- 
cast on a solid black background 
with white letters deeply incised. 


ABCOEFCHIJKLMNOPQRST ven 


The reverse lines (see sample) are 
available in 12, 14, 18 and 24 pt. sizes 
of Condensed and Extended Gothic. 

Now available from Einnehmer & 
Taylor is a new one-line specimen 
book showing a wide variety of faces 
of all kinds available from the com- 
pany. 


For your copy circle No. 320 on the 
Reader’s Service Card inside back cover. 


Amusing Booklet Is Used 
To Seli Stools, Chairs 


In a new twist, Hallowell Shop 
Equipment Division, Standard 
Pressed Steel Co. (Jenkintown, Pa.) 
urges sitting down on the job in order 
to increase production. 

Hallowell’s reverse twist is dis- 
cussed in an amusing booklet called 
“Stoolcraft,” in which factual refer- 
ences to the company’s steel stools 
and chairs are interlarded with 


amusing copy and somewhat racy 
illustrations. 





The center spread of the booklet, 
for example, is devoted to a discus- 
sion of the Hallowell “Seating Ar- 
rangements,” and copy points out 
that “the seat is the heart of the mat- 
ter, if not of the chair!” or that Hallo- 
well has “the very best ‘seating ar- 
rangements’ for everybody, includ- 
ing the gals, bless ’em.” 

A page of line and wash..drawings 
illustrates the “seating arrange- 
ments” with amusing pictures of six 
types of female posterior in action 
... the heart of the matter, for extra 
special comfort, like a shallow sau- 
cer, engineering secret, 14” across 
and revolving kind. 

The booklet is 12 pages, 4x9”, with 
yellow front and back covers. The in- 
side of each cover is used for actual 
line drawing illustrations of Hallo- 
well products. 44 







You think this is a good trick... ? (8) 


Recently we put a 550-pound 
typesetting job inte. o. 
uunther tex envelope! 


It’s a neat trick that you yourself can do if you have your 
typesetting done photographically at Warwick Typographers. 


It’s more practical and economical, when a job is going offset or 
gravure, to set it photographically rather than compose type 

in metal, which is manufactured for the purpose of withstanding 
thousands of impressions, letterpress. 


With Fotosetter composition it is no longer necessary to pay 
for the storage of hundreds of pounds of type metal when most 
jobs can be filed away for future use in an envelope. 


And, besides these basic savings, the Fotosetter produces a superior 
product in the sharpest reproductions of type possible. 

Offset and gravure printing, type pasteup for letterpress platemaking, 
TV and projector slides are all produced better by this revolutionary 
new method of setting type. 


Send for a free sample of Warwick Fotosetter composition and 
be convinced that this is the modern way to obtain finer typography. 


WARWICK TYPOGRAPHERS, INC. 


Dept. F-28, 920 Washington Avenue, St. Louis 1, Mo. 


Overnight by air mail from most of the United States 


MUN 


UNNI 





Sov LUUNUNLINLUNLLLIUUUL LUAU 


NAA 


WARWICK SERVES CLIENTS IN 39 STATES, CANADA, MEXICO AND CUBA 





. for more details circle 482, page 135 






Advertising 


Requirements 
for 
Advertising Results 


TRY 


iT! 


WALVLUINUUOLAVAOVU LIV ATAVUS 


LN QT 


lt 


i 


ANC) 


ax 


April 1955 ° ar * 117 











@ automatic selection locator 


118 * ar * April 1955 


Organizations Everywhere 
Depend On 


AMPRO TAPE RECORDERS 
for a Multitude 
of Business Uses 


Mony Qrtstomding Factunes 


e electro-magnetic ‘‘Piano-Key” controls 
@ electronic-eye recording level indicator 
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AMPRO... 


A SUBSIDIARY OF GENERAL PRECISION EQUIPMENT CORPORATION 





we depend on 
AMPRO projectors’ 


—Gloria Allen 
Sales Training Director, Sportswear Divisions 
Jantzen, Inc. 


Vivid training films boost Jantzen sales, 
but tight travel schedules leave no 
room for equipment failures, resched- 
uled runs. Every showing must tell the 
story in fast and foolproof fashion, so 
on the road, Jantzen uses Ampro pro- 
jectors. In the Jantzen plant, Ampro’s 
brilliant screen image and faithful 
sound reproduction bring all the 
message of industrial training films to 
everyone who sees them. 

Jantzen is one of the thousands of 
companies who use Ampro projectors 
. . . each one to tell a story, present an 
idea or solve a problem. Consider the 
many ways in which motion pictures 
can perform for your organization. 
Call your Ampro audio-visual dealer 
to arrange for a no-obligation demon- 
stration of how Ampro projectors can 
serve your needs. 


Frog, “Screen Adventures” booklet lists no- 
cost and low rental films you can use! 325 ideas 
for business, clubs, education. Mail coupon for 
your free copy now. 





Ampro Corporation 


2835 N. WESTERN AVENUE 
CHICAGO 18, ILLINOIS 


Gentlemen: 


Without obligation, please send me a copy of ‘Screen 
Adventures," your picked list of 325 16mm films with synopses, 
running times and suggestions for use. 


II seinen eae atime 
cients 
ADDRESS 


A scatters 
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GUIDE FOR SELECTING 
A TAPE RECORDER 


The author of “The Use of Tape Recorders in Advertising,” which 
appeared in the March AR, presents a helpful guide to aid admen 


“in selecting a portable tape recorder to meet their requirements. 
* 





By H. Jay Bullen 


Buying a tape recorder is like buy- 
ing a set of engravings—you want to 
buy the kind that can perform up to 
a set of predetermined specifications. 

You don’t buy zincs when you 
want two million impressions. By 
the same token, if you require a 
“studio-quality” tape recording you 
shouldn’t expect to get it with a 
recorder in the zinc class. You'll have 
to move up into the copper bracket. 
Naturally the price is higher. 







Whether you’re buying artwork, 
paper stock or printing, each job 
has a set of minimum specifications. 
After you’ve analyzed the specifica- 
tions on any job the rest is easy—you 
figure out what qualities and char- 
acteristics are implied in the specs, 
then you make a selection. 


>For tape recorders we can’t codify 
your individual needs and desires. 
However, we can provide a set of 
specifications showing characteristics 
which are “musts” for various uses 


The specifications shown on this chart represent the “ideal” features of 
a tape recorder for advertising uses. While no recorder now exists which 
has all of these desirable features, this chart can serve as a checklist in 
evaluating the relative merits of competitive recorders. All of the items 
shown on the chart are explained in the accompanying article. 


1. Tape Speeds 





133% inches per second 
| 7% inches per second 


11. Selection Locator Odometer type footage counter 
+ 


12. Rewind and Fast-Forward Ratio | Variable from zero to 40 to | 
13. Automatic Tape Cut-Off 


14. Motors 





take-up 


3 (Take-off reel, capstan, 
eae 


15. Controls Push keys or buttons (record, play, 
stop, rewind, fast forward) 
| Remote controls (stop/start, 


record/play, forward/rewind) 




















= 





26. 


af. 


. Editing Key 
. Editing Facility 


. High-Speed Start-Stop 


15 inches per second 19. Input Jacks 
2. Frequency Response 50-8,000 at 334 
40-13,000 at 7/2 
5 aid — at 15 20. Sequential Recording Adapter 
3. Sound Track | Dual and/or single 
. } 21. Built-in Mixer 
4. Number of Heads | 3 (erase, playback, record) | 
rage type, adjustable 
— i 
. j } 
5. A-B Switch 22. Output jacks 
6. Recording Level Indicator | Meter-type i 
o : t 
7. Equalization Controls Separate bass and treble controls i 
- | 23. Speakers 
8. Signal-to-Noise Ratio 55db at 3% harmonic distortion | 
| | 24. Amplifiers 
9. Reel Size: 10Yyy" i 
. j 
10. Timing Accuracy | 3 second variation, maximum, in 30 || 
minute recording Power Output 


Operating Stability 


Public Address Facility 


. Power Requirements 
. Weight 


. Price 
























of a recorder. That’s the purpose of 
the accompanying chart. 

If you’re an audio engineer, the 
chart—and this article—is not for you. 
The chart lists the factors which are 
most significant to most admen who 
plan to buy a portable tape recorder. 
(No table models, consoles or special 
purpose machines are covered.) This 
article is not intended to be a defini- 
tive treatise on the care and feeding 
of tape recorders in general. Instead, 
it is designed to give the interested 
adman an idea of how to spend his 










Easy access to playback head 


Less than one second to full speed or 
stop 


Microphone (adjustable for high or 
low impedance) 
Line (radio or phono) 


Separate and individual mixing con- 
trols for recording level of respective, 
simultaneous inputs 


External speaker 
External amplifier 
Monitor headphones 


cence 
ou ne ene ee 


2 (built-in) 


3 (microphone and line, record, play- | 
back) 


8 watts 


8 hours, continuous, no significant 
change in gain or distortion 


ee 


AC or self-powered 
30 pounds 


$300 
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for changing your stor- 
age battery current to 


. AC. Meuschold 


» ELECTRICITY 


Anywhere 


: -+- in your 
I 

= own car! 
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mounted 

out of sight 
WT (tame lor da 
or in trunk 
etal loi a cult 


especially designed for operating 
standard 110 volt A. C.... 


@ TAPE RECORDERS 
e@ WIRE RECORDERS 


@ DICTATING MACHINES 
@ ELECTRIC RAZORS 


for 
@ EXECUTIVES @ OUTDOOR MEN 
@ SALESMEN @ REPORTERS 
@ PUBLIC OFFICIALS @ FIELD INSPECTORS 
@ POLICEMEN @ DOCTORS 
@ FIREMEN @ LAWYERS, ETC. 


See your jobber or write factory 


~/WEW MODELS -~/NEW DESIGNS ~/ NEW LITERATURE 
“A” Battery Eliminators, DC-AC Inverters, Auto Radio Vibrators 


American Tetevision & Ravio Co. 


Luality Products Since 1931 
SAINT PAUL 1, MINNESOTA, U.S. A. 
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money wisely when he buys a re- 
corder for business or pleasure pur- 
poses. 

Incidentally, don’t try to buy a re- 
corder that matches the chart from 
top to bottom. Such an animal just 
doesn’t exist—at least not at this 
writing. The chart lists a hypotheti- 
cal “ideal” recorder embodying the 
best features of a number of ma- 
chines. If one like this is ever put on 
the market, we’ll be the first to run 
down to the nearest appliance store 
and buy one. 


> Let’s analyze the kind of recorder 
that would elicit such an enthusias- 
tic reaction: 


e Tape Speeps . . . Tape speed is 
important for two primary reasons— 
operating economy and fidelity. 

Most machines now on the market 
give you a choice of two consecutive 
speeds—15/16 and 1%, 1% and 3%, 
3% and 7% or 7% and 15 ips. 
(inches per second). Obviously you 
can record for a longer period on a 
7” reel (1,200 of standard tape) at a 
speed of 334 than you can get at 74. 
However at slower speeds, fidelity 
suffers due to a limited frequency 
range (the over-all range of cycles 
per second of faithfully-reproduced 
sound). 

Machines operating at 334 are usu- 
ally adequate to cover the frequency 
of the human voice. At speeds of 744 
and 15, the range is extended and 
music can be satisfactorily recorded. 
That’s why an ideal machine would 
cover the speeds shown on the chart: 
you'd save on tape for voice record- 
ings and yet still have the higher 
frequency response of the higher 
speeds available—if and when you 
needed them. 

If economy of operation is your 
main interest, pick a recorder in the 
lower speeds—up to 3%. If fidelity 
is important, you’re stuck with a 
higher-speed machine. 


@ FREQUENCY RESPONSE . Tape 
speed is not the only factor affect- 
ing fidelity or frequency response. 
(Other factors are mentioned below). 
The frequency responses for each 
operating speed shown on the chart 
are above what you’d find on most 
medium or low-priced machines. 

On a two-speed machine, operat- 
ing at 3%4 and 7% you should defi- 
nitely expect the low-speed range to 
be no less than 70 to 7,500 cycles per 
second, however, because the range 
of the average adult male voice is 
roughly 100 to 8,000 cycles. If a re- 
corder has what you want in other 
respects, there’s no point in quibbling 
over a loss of 50 cycles at the upper 
end of the band. 

At a speed of 74%, machines with 
less than 65 to 10,000 c.p.s. ought to 





Miniature .. . 
portable recorders described in this arti- 
cle, there are a number of recorders with 
self-contained power sources such as this 


In addition to ‘’standard”’ 


“pocket’’ Midgetape. Manufactured by 
Mohawk Business Machines, the Midge- 
tape (in front of books on desk) is 
distributed by Michigan Electronics Inc. 
(Chicago) . 


have some other worth while com- 
pensatory factors. When it comes to 
a speed of 15, the range should cover 
from 50 to 15,000 if you plan to use 
your recordings for professional pur- 
poses. (Roughly, the average human 
ear is capable of hearing tones from 
30 to 15,000 c.p.s.) 


e Sounp Track . . . The chart isn’t 
hedging when it specifies “Dual 
and/or Single Track.” It would be 
nice to have such a recorder because 
there are advantages and disadvan- 
tages to both. 

Dual track recordings save tape— 
you get twice the recording time you 
do from single track. However, if you 
want to edit the tape (cut portions 
of it out and splice together what is 
left) there’s one thing to remember: 
when you cut out sections of one 
track you are doing the same to the 
other. This means that your first 
recording will sound beautiful on 
playback—but have you got troubles 
when you try to play back the second 
track! 

On single track recordings the 
“signal” (strength of “magnetization” 
for a given length of tape) is stronger 
than on dual track. This is basically 
a function of the total area of a sound 
track being recorded at any given 
instant. Obviously there’s more area 
being recorded on a full track than 
on a half-track. If signal strength is 
all-important you want a single track 
recorder. Where signal strength is 
not paramount, but you still want to 
edit tape, buy a dual track machine. 
You can always record only one track 
and leave the other blank. 


e Number or Heaps... . The major- 
ity of lower and medium-priced 
machines use two heads—one for 
erasing and the other for recording 
and playback. Unfortunately the re- 
quirements for optimum recording 
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performance are not the same as 
those for optimum playback per- 
formance. As a result, dual-purpose 
heads can only be a compromise. 
Naturally this affects the fidelity of 
both record and playback. If maxi- 
mum fidelity is essential you need a 
recorder with three separate heads— 
one each for erase, record and play- 
back. 

Heads that are adjustable—for 
alignment purposes—are highly de- 
sirable. If the recording or playback 
head is not absolutely perpendicular 
to the direction of tape travel, fidel- 
ity suffers. In a broad sense, a mis- 
aligned head is similar to tuning 
between two stations on a radio. The 
most noticeable effect of poorly 
aligned heads is a loss of high fre- 
quencies. 

Heads of the “plug-in” type are 
not only advantageous from the 
alignment standpoint, but they also 
allow the same machine to be used 
for either dual or single track re- 
cordings—depending on which heads 
are installed for the particular re- 
cording. It should be pointed out that 
it takes both skill and patience to 
align heads—even the plug-in type— 
so you shouldn’t buy a recorder with 
this feature, intending to change 
heads each time you make a record- 
ing. 


e A-B Swircu ... This is not usually 
found on medium and low-priced 
recorders. For high quality record- 
ings this control is extremely advan- 
tageous. An “A-B switch” allows 
random switching from the record 
head input to the playback head out- 
put, during a recording. In this way 
the operator can use a set of ear- 
phones to compare the quality of the 
recording with the quality of the 
original sound. A switch of this type 
is only found on recorders having 
separate record and playback heads. 





“In Hiding” . . . For ‘‘secret’’ interviews, 
this battery-powered tape recorder is con- 
cealed in a briefcase. Weighing only 1134 
Ib., the hidden recorder is manufactured 
by Amplifier Corp. of America (New 
York). 


e Recorpinc Levert INDICATOR .. . 
This is another term for “volume 
indicator.” It indicates the level at 
which a recording is being made. 

Today there are three general types 
of level indicators in use: single bulb 
(which may be either a neon bulb or 
a “magic eye”), dual bulbs (neon) 
and meters which measure current 
flow. 

For high quality recordings a me- 
ter is almost imperative. Dual bulbs 
—one which flickers almost continu- 
ally and the other which lights only 
when the level is set too high—run a 
poor second to a meter. A single bulb 
is the least accurate and most unsat- 
isfactory. 

Fidelity is, once again, the main 
reason to be interested in the type 
of level indicator on your recorder. 
If you “overload” a tape (record at 
too high a volume level) you run the 
risk of: 


1. Magnetizing the recording head. 


2. Increasing the noise level of the 
tape. 


3. Reducing the effective frequency 
response of the recorder. 


4. Making it extremely difficult to 
erase the tape satisfactorily. 


Any one of these conditions is 
enough to make you unhappy with 
the finished recording. Taken collec- 
tively—you may as well not have 
made the recording at all. 

A meter minimizes the chances of 
overloading a tape because it offers 
a more accurate measurement than 
bulb-type indicators. A meter is 
also particularly helpful when it is 
inconvenient—or for some reason 
impossible to monitor (listen to) 
the original sound while it is being 
recorded. Also, when recording 
something “cold”—without previous 
rehearsal—and the probable dynamic 
range (ratio between the softest and 
loudest sounds) is unknown and un- 
predictable, a meter makes it easier 
to get a satisfactory recording. 


@ EQUALIZATION CONTROLS .. . You 
would probably recognize these im- 
mediately by the common name— 
“tone controls.” These controls either 
boost or decrease the intensity of 
low, middle or high tones. Depending 
on the circuit design they can func- 
tion only during playback or on both 
recording and playback. 

A single tone control usually does 
one thing—cuts off (eliminates) high 
frequencies fed into the mechanism. 
This produces what is called a “fake 
bass.” When a recorder has both 
treble and bass equalizers it is pos- 
sible to correct certain deficiencies in 
the recording system and to increase 
the signal-to-noise ratio. 
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SIZZLING SELLING SENTENCES 


aT ae 
Tek 


MODEL 99C 


The only continuous advertising projector guar- 
anteed to show brilliant Kodachrome pictures in 
your window. Show 12 beautiful Kodachrome 
slides with 10-word Sizzling Selling Sentences 
with each slide showing for six seconds. 


Powerful 750 watt, 200 hour lamp, Small, 
compact, easy to carry. 18" height, 14” width, 
14” depth. 8x12” screen size. Beautiful leather- 
ette covering in several color combinations. 

Ideal counter cabinet to sell all types of mer- 
chandise. Push button attachment for intermittent 
showings. Customer pushes button, projector op- 
erates one cycle of 12 slides and shuts off, ready 
for next showing. 


Quantity di ts on request. 
price: SAT SO vontity : one anlar tle 
Preture R 


OCONOMOWOC, WISCONSIN 
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HERE’S TRANSCRIPTION 
SERVICE THAT CAN'T BE BEAT 





Speed: Faster service means Transcrip- 


tions when you want them. . 
need them . . . without delay! 


Savings: Most modern equipment...most 
experienced engineers...add-up to money- 
Saving efficiency . . . maximum quality at 
minimum cost. 

Quality: The outstanding feature of every 
RCA VICTOR Transcription is the qual- 
ity of the sound . . . the true, faithful re- 
production that makes the most of your 
attention-getting message. 


Only RCA Victor gives this service. Write 


. when you 


Dept. AR 114. 
630 Fifth Ave., New York 20, N. Y.—JUdson 2-5011 
445 N. Lake Shore Dr., Chicago 11, I_—WHitehall 4-3215 


1016 N. Sycamore Ave., Hollywood 38, Calif. —HOllywood 4-5171 
1525 McGavock St., Nashville 3, Tenn.—NAshville 5-6691 


TMKS.® 
() custom 
Ab | = 
sales 


RADIO CORPORATION OF AMERICA - RCA Victor Record Division 
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@ SicnaL-To-Noise Ratio . .. To 
have a ratio you need two numbers. 
The chart shows only one. It’s still 
a ratio: the missing number is “1.” 
The recommended ratio on the chart 
is 55 to 1. 

The basic reason this is important 
is that for a good recording you’re 
interested in maximum “signal” and 
minimum ‘‘noise’’—comparatively 
speaking. The “db” after the number 
stands for decibels—which are noth- 
ing more than electrical units of 
measure, just as a degree Fahrenheit 
is a unit of thermal measure. 

The “ratio” is the difference be- 
tween the loudest, undistorted tone 
recorded and reproduced and the 
noise generated by the electronic 
components of the recorder itself. 
This is where the “3% harmonic 
distortion” comes in. This actually 
means that a tone 55 units (decibels) 
above a zero level will come out of 
the recorder the same way it went 
in, except for a maximum of 3% 
change caused by the amplifier sec- 
tion. (It requires a highly sensitive 
ear to detect a change of this 
amount.) 

In a complicated way, the type of 
noise we’re talking about affects 
fidelity and, for a lack of a better 
word, “listenability.” For short lis- 
tening periods, 35 to 30db is ade- 
quate. For extensive periods, a 50 db 
minimum is recommended. 






































Records and Plays Back 
One Hour Recordings. 
Tape can be used over 
and over again. Weight 
3 Ibs. 


client in his office. 


Projectors. 


Wire or Phone for full details. 





122 * ar * April 1955 


WORLD’S FIRST BATTERY OPERATED 


POCKET TAPE RECORDER 


For the Traveling Business Man 


Precision quality. American made and simple 
to operate. Tape enclosed in cartridge to re- 
duce handling. Cartridge is easily loaded into 
recorder. Carry in pocket, ladies’ purse, or 
shoulder type carrying case. Ideal for execu- 
tives, advertising and market research men, 
reporters, radio and TV men. Long life easily 
obtainable batteries. Has many other features. 
Ask for full details. 

Just clip the tiny crystal mike to your lapel and record any- 
where—car, plane, office or street. Pop out the cartridge and 

mail to your office—or play that sample commercial for your 





MESSAGE REPEATER 


TELLS YOUR SALES STORY—SELLS 
WITH SOUND AT POINT OF PURCHASE 
Automatically delivers your sales messages to anyone 
who approaches. Plays through and stops, until some- 
one else approaches. Used as U. S. Attention Getter 
at Trade Show Booth. Delivers your “commercials” 
at RETAIL STORE COUNTERS. Sound com- 
pletely synchronized to Animated Displays or Slide 


Old messages easily erased by talking into machine. 
Simple installation—plug into light socket. Write, 


MICHIGAN ELECTRONICS, 
852 N. Rockwell St., Chicago, Ill. 


e Reet Size... You can’t cram a 7” 
reel on machines designed for five- 
inches (except in some cases where 
adapters are available at extra cost). 
Reel size determines the maximum 
length of continuous recording you 
can make on any given machine, at 
a given speed. Manufacturer’s speci- 
fications always indicate the maxi- 
mum size reel the recorder will 
accommodate. Any smaller size will 
fit. The larger the reel, the longer 
the playing (and recording) time. 


e Trminc Accuracy .. . If you want 
to record a sound track for a motion 
picture or for tv commercials, this is 
one specification you should check 
carefully. The type of motor used 
in a recorder, as well as the funda- 
mental design of the tape transport 
(drive) system affects the recorder’s 
timing accuracy. 

Unless the recorder is designed to 
compensate for any fluctuations of 
the power input (AC voltage or bat- 
teries) the tape speed will vary. This 
can happen during a recording or 
during a playback. Tape speed will 
vary in either case. It would accord- 
ingly take either longer or shorter 
than 30 minutes to play back what is 
on a 30 minute tape. This can be dis- 
astrous if the recording is to be used 
as a synchronized sound track of a 
motion picture. Scenes will change 
but the narration will roll merrily 


‘‘midgetape’’ 





Size 6” x 6” x 6 


INC. 
Humboldt 6-1488 
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along at its own pace. 

For this kind of work you need a 
recorder with accuracy that won’t 
vary more than three seconds in 30 
minutes. (Then be sure to write 
“loose” narration for individual 
scenes. ) 


e SeLection Locator ... This is also 
called a “Program Indicator,” or an 
“Index Counter.” 

Almost every recorder on the mar- 
ket has some type of locator. The 
similarity stops there. The basic 
types are: 


1. Lines marked on the metal under- 
neath the reels to indicate elapsed 
time intervals. 


2. Radio dial-type pointers which 
also indicate elapsed time. 


3. Mechanical counters, similar to 
an automobile mileage gauge, which 
measure footage. 


4. Mechanical counters which meas- 
ure minutes and seconds. 

A locator is a virtual necessity if 
much editing is to be done. With a 
locator it is possible to find any de- 
sired section of the tape, just by not- 
ing the readings for each different 
section. Type 3 is preferred because 
it is both accurate and moderately 
priced. Type 4 is needed only for 
motion picture work. Types 1 and 2 
are the least desirable because they 
are least accurate. 


@ Rewinp & Fast Forwarp Ratio... 
Even if a recorder is used strictly for 
pleasure, there will be times when 
you want to get to a spot in the mid- 
dle or at the other end of the tape. 
That’s what the rewind and fast for- 
ward controls are for. 

For use in business it will fre- 
quently be desirable to play only 
selected portions of a complete tape. 
It’s annoying to have to wait long 
periods between these sections. The 
point to remember is that the higher 
the rewind ratio, the shorter the 
time delay between specific selec- 
tions. Today, any machine with a 
ratio of less than 10 to 1 is on the 
slow side. 

A variable speed control is in the 
luxury class for non-professionals 
and in the essential class for profes- 
sionals. In editing a tape it is usually 
necessary to seesaw back and forth 
from one end of the reel to the other. 
With a variable-speed fast-forward 
and rewind it is possible to slow 
down at intervals to spot check the 
content of any given portion of tape, 
until the desired section is located. 

Incidentally, this facility is only 
valuable on a recorder in which the 
tape’ remains in contact with the 
playback head so that the sound can 
be monitored. (In some machines the 











TYPICAL TWO-SPEED TAPE RECORDER WITH PUSH-KEY CONTROLS 







‘VOLUME LEVEL 
INDICATOR 


LOUDSPEAKER 


tape is disengaged from the heads 
during FF or R; consequently, no 
sound can be heard.) 


e Automatic Tape Cut-OFF ae 
When the tape reaches the end of 
the reel—or if it breaks—some re- 
corders shut off automatically. This 
feature is usually found on the higher 
priced models, although it is becom- 
ing more common on new medium- 
priced units. 


@ Morors .. . An absolutely con- 
stant speed of tape travel is one of 
the factors affecting fidelity. When 
tape speed varies—even slightly— 
sound quality is changed. This shows 
up as “wow” and “flutter.” Wow is a 
slow, unsteadiness of sound volume 
and pitch, similar to what you hear 
when a record rotates at varying 
speeds on a turntable. Flutter is an 
unsteadiness of sound volume and 
pitch, usually noticeable in the 
higher frequency ranges. The varia- 
tions result from short, rapid changes 
of tape speed. 

Separate motors for the capstan 
(the component which drives the 
tape) the take-off (feed) reel and 
the take-up reel, reduce the pos- 
sibility of wow and flutter to a 
minimum. They also minimize tape 
“spill” (tape continuing to unwind 
even after the capstan stops driving 
it) and tape breakage due to jerki- 
ness. 

Multi-motor machines are usually 
in the high priced ranges. 


e CONTROLS Push-button or 
“push-key” controls, such as those 
shown on the accompanying sketch 
of a “typical” present day portable, 
are becoming more prevalent on the 
newer machines. They simplify re- 
corder operation. 

There are two basic types—me- 


SPEED CHANGE KNOB 





TAKE-UP REEL 


THREADING SLOT 
RECORD-SAFETY LOCK 
OUTPUT JACK 


ON-OFF 
TONE CONTROL 





RECORD 
FAST FORWARD 


chanical and electrical. The mechan- 
ical buttons work by pressure. The 
electrical type actuate a solenoid. On 
a smaller scale, the difference be- 
tween the two types is the same as 
the difference between one car with 
power steering and the other with- 
out. 

Provision for remote control is 
another feature to look for when 
buying a recorder. If you’ve ever 
tried to transcribe from a tape to a 
typewritten page you'll appreciate 
the value of a remote control. Acces- 
sory foot pedals and similar devices 
to start and stop the recorder sim- 
plify the job immensely. 

Not too many machines incorpo- 
rate this feature either as standard 
or with the use of an accessory. In 
choosing between two otherwise- 
comparable machines, prime consid- 
eration should go to the machine 
with remote control. The recorder’s 
flexibility is considerably increased. 


e Epirmnc Key .. . There are times 
when a tape is perfect from start to 
finish—except for one very short 
spot. That’s what the editing key is 
for. There are also times when it’s 
desirable to suspend recording for 
an instant and then continue. That’s 
another use for this valuable control. 
An editing key allows these opera- 
tions to be accomplished without 
leaving a “sound blip” on the tape— 
which is what would usually happen 
if the recorder were turned on and 
off for the same purpose. 


e Epitinc Faciuity . . . Most non- 
professional recorders shield the 
erase and record/ playback heads 
beneath an attractive cover plate. 
Also, the heads are usually arranged 
for maximum simplification of tape 
threading. This is a blessing to any- 
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Universal ‘“300” 


This accessory will instantly convert any 
standard tape recorder into a continuous mes- 
sage repeater for point-of-purchase displays 


and trade shows. An always-on-the-job sales- 
man. 


Holds tape lengths of from 15 seconds to 15 
minutes. The tape comes from the center of 
the magazine and after playing or recording 
is automatically rewound on the outside at 
the proper tension and speed to prevent bind- 
ing or excess loop. 


New sales messages, as recorded automati- 
cally wipe off old messages. The friction and 
static-free magnetic tape has one-third the 
tensile strength of steel, cannot break or tear 
in ordinary use. 


Write for free brochure. 


COUSINO, INC. 


2384 Madison Ave., Toledo 2, Ohio 
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° FILMSTRIPS “?S 
¢ ,LANTERN-SLIDES 










for your 
Sales Presentation 
& Training Program 


We invite 
your inquiry 


Dilet INC. Deoductions 


6419 North California Ave * Chicago 45 * Phone AM 2-414) 


et et et ~ 
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STEREO SLIDE DUPLICATING 


“Stereo-Realist’” type color slides 
duplicated and mounted, Each rey: 


Two or more some originals, Each 60c 
pe want Tait Ce) sk tee 
Write for complete price list 


HEADLINER PRODUCTS 
P.O. Box 602 @ KANSAS CITY 41, MO 
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one with ten thumbs. It’s a curse to 
the man who wants to edit tape. 
For editing, a recorder should 
either have an “editing indicator” (a 
device for indicating exactly where 
the tape touches the gap in the play- 
back head) or else an easily remov- 
able cover plate to provide visual 
and physical access to the heads. 


@ HicH-Speep Start & Stop... Re- 
corders designed to reach full re- 
cording speed (or to stop recording) 
in anything under one second, are 
essential for professional use. When 
a recorder takes too long to get up 
to full speed, you get the same effect 
as when you start in the middle of a 
record played on a home-type record 
changer. 


e Input Jacks ... All recorders 
have at least two input jacks—one for 
mike and the other for radio/phono. 
The ideal situation would be to have 
at least three input facilities—one 
each for a high impedance mike, low 
impedance mike, and radio/phono 
(“line”). 

@ SEQUENTIAL RECORDING ADAPTER... 
It’s hard to find this one on today’s 
recorders—even as an accessory. One 
manufacturer produces a conversion 
kit which allows the use of the same 
recorder to record additional sounds 
on a previously recorded tape, with- 
out erasing the first sound track. 
This greatly increases the flexibility 
of a recorder by making it possible 
to produce multi-voice recordings on 
the same tape—Les Paul style. 


e Bumt-In Mrxer .. . Except on 
higher priced machines, mixers (a 
device which allows the simultane- 
ous mixing of several different mi- 
crophones or other sound inputs on 
one tape) are usually accessory 
items. A built-in mixer increases the 
flexibility and portability of a re- 
corder. Don’t write-off an otherwise 
acceptable recorder if it doesn’t have 
a built-in mixer. This comes close to 
being in the luxury class for non- 
professionals. 


e Ovuput Jacks .. . Almost all me- 
dium and low-priced recorders have 
at least one output jack—for an ex- 
ternal speaker. Recorders with addi- 
tional output jacks offer increased 
operational flexibility. It is desirable 
to have outputs for an external am- 
plifier and for earphones, as well as 
for a speaker. Once again, these are 
usually found only on higher priced 
units. 


e Speakers . . . Some recorders— 
particularly those in the professional 
class—don’t have built-in speakers. 
Others have multiple speakers, usu- 
ally to improve the sound quality of 
the playback. 

Ideally speaking, it would be con- 
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vient to have some sort of speaker 
even on high-quality machines de- 
signed primarily for use with an ex- 
ternal amplifier. This would eliminate 
the necessity for having to carry two 
units around—a recorder and a sepa- 
rate amplifier. 

Based on present practice, a re- 
corder with two speakers usually has 
one for the middle and bass frequen- 
cies and the other exclusively for 
highs. If you don’t want to go to the 
trouble or expense of buying an ex- 
ternal amplifier and speaker, be sure 
the recorder you select has at least 
one, and preferably two or three 
built-in speakers. 


@ AMPLIFIERS . . . Except on higher- 
priced machines, the same amplifier 
is used for everything—record, play- 
back and inputs. This is the same 
problem as a dual-purpose head—for 
both record and playback. Optimum 
performance can’t be obtained with 
one multi-purpose amplifier. Signal- 
to-noise ratio suffers. If everything 
else is equal, pick the recorder with 
separate amplifiers. 


e Power Output... Basically this is 
an index of the capabilities of a re- 
corder’s playback amplifier system. 
The power output is important if the 
recorder is to be used by itself for 
public address purposes or for play- 
back to large groups. Any output of 
five watts or above is considered 
highly adequate for most general 
uses: five watts is enough power to 
handle an auditorium capable of 
holding 200 to 400 people. 


@ OPERATING STABILITY . . . Quality 
recorders can function continuously 
for amazingly long periods of time 
with no significant loss of fidelity. If 
you want a recorder capable of sus- 
tained operation under critical per- 
formance conditions, it should be 
able to operate for at least 12 hours 
without significant change in gain or 
distortion. By no means are all re- 
corders built to stand up under this 
kind of an ordeal. There’s no point in 
waiting until a convention or trade 
show to discover this fact about a 
recorder that is part of your exhibit. 
Ask about it when you buy the re- 
corder. 


e Pusiic Appress Faciuity . .. Some 
recorders are designed to function 
as public address units as well as 
straight recorders. This is an excel- 
lent capability to have available in 
the machine you buy. The size of the 
built-in speaker, or facility to use an 
external speaker, and the power out- 
put of your recorder are the basic 
factors to consider. A recorder which 
can double as a PA unit is a wise 
investment—if it meets all your other 
specifications. 

@ Power REQUIREMENTS ... The 





ideal recorder would be capable of 
both AC and battery operation—if 
nothing else suffered as a result. 
When used in the field there would 
be no worry about a power source 
and when used in an office, the bat- 
teries could be conserved... Several 
recorders are available which oper- 
ate on both AC and battery. How- 
ever, at this writing there are none 
which also incorporate many of the 
highly-desirable features previously 
described. 


e WeicHT .. . From a production 
standpoint it is probably a physical 
impossibility to design a recorder to 
meet the specifications of our “ideal 
recorder” and hold its weight to 30 
pounds. We said at the outset, how- 
ever, that we knew of no machine 
which could fill the bill in all respects. 
Weight is, nevertheless, a signifi- 
cant consideration in selecting a re- 
corder if it is to be used for field 
work. Have pity on the man who 
gets the field assignment. Thirty or 
35 pounds doesn’t sound like much— 
unless you’re the one who’s had to 
carry it in and out of office buildings 
all day. If a recorder is being bought 
for the prime purpose of using it in 
the field, buy one in the 20 to 30 
pound class—if the rest of the speci- 
fications meet your requirements. 


e Price... Nearly everyone would 
probably like to drive a Cadillac. 
The fact remains, a lower-price car 
will do most of the things a Cadillac 
will, even though it’s at a less-lux- 
urious level. The same holds true for 
recorders: it would be nice to have 
a studio-quality recorder, but not all 
of us really need that much quality. 
So, pick a price range within the 
budget, then compare the specifica- 
tions of the various machines in the 
same bracket. (And if you find our 
“ideal recorder” for $300, please in- 
form AR immediately!) 


>There are recorders which have 
additional, desirable features we 
haven’t covered. There are also spe- 
cial purpose units, such as dictating 
machines, tape players, message re- 
peaters, etc., which have not been 
included. Our discussion has been 
limited to the “general-type” port- 
able machines because we felt these 
would be of most interest to AR’s 
readers. 

In neither this nor the preceding 
article have we striven to present a 
technical treatise for the audio engi- 
neer or other professionals in the 
field of audio recording. Instead we 
have tried only to provide an ade- 
quate index and guide which will 
enable the interested layman to se- 
lect and buy a portable tape recorder 
which meets his personal specifica- 
tions as to performance, capabilities 
and price. 44 
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A good mailing, like a good ad- 
vertisement, is so planned that it 
offers a sales message to both the 
hasty reader and the interested pros- 
pect who reads the entire mailing. 
Regardless how much of it he reads, 
he comes away with some definite 
impressions—about your company, 
your services, etc. That’s why the 
ideal mailing unit consists of a letter 
(letters usually rank very high in 
readership) and an informative 
booklet or brochure which elab- 
orates on points made in the letter. 

A research study of the Direct 
Mail Advertising Assn. showed that, 
of the two hundred largest users of 
direct mail, letters were used regu- 
larly by 91%. It was placed first by 
the “experts” as the direct mail 
form from which they secure the 
greatest number of replies. 

Letters placed very well in the 
competition with mailing cards, cir- 
culars, folders and broadsides—and 
rightly so. Letters are the soul of 
direct mail and the success or failure 
of a mailing very often depends on 
the letter. In direct mail circles it’s 
axiomatic that booklets and sales 
literature should never be mailed 
unaccompanied by a letter. The 
function of a letter in this instance 
is to explain to your prospect why 
you’ve sent him the booklet. It 
should explain exactly why he will 
benefit by reading it. 


excellent manual for its suppliers. 


> It’s often said that direct mail can 
be compared to a personal call. 
Think of it that way the next time 
you approach the job of planning 
a mailing. You wouldn’t walk into 
a prospect’s office, drop a booklet 
on his desk and silently walk out. 
You'd at least explain why you think 
he’d benefit by reading it. Approach 
your letters that way and you'll be 
surprised at the results. 

It is not the purpose of this article 
to fully cover the subject of letter 
writing. But there are certain funda- 
mental rules and formulas that can 
help you to write more effective 
letters. These formulas are not orig- 
inal with us. They have envolved 
through the years and have been 
passed along by those experienced 
in working with direct mail. Here 
they are: 


1. Write with the same ease with 
which you talk. . . . This does not 





Literature should always be 
accompanied by a letter. 





mean you should “write like you 
talk.” Writing and talking are two 
entirely different media. When talk- 
ing, voice modulation, facial expres- 
sions, gestures, etc. are used. Letters 
should be friendly and natural. Make 
them sound like you do when you’re 
talking to a prospect. Don’t waste 
your prospect’s time with irrelevant 
material. Get to the point quickly 
and be sure it’s clear, concise, and 
understandable in terms of his own 
interests—not yours. 


2. Check your letters for the “Three 
C’s”—the three essentials of a good 
letter: clearness, conciseness, and 
comfortableness. You may be sure 
in your own mind that your message 
is clear—but is it clear to the reader? 
Never have a letter printed that 
hasn’t also been read over by a 
second party. It’s amazing how a dis- 
passionate reader can pick up errors 
and inconsistencies. Your letters 
should be concise—but not neces- 
sarily brief. Neither waste words nor 
economize on them. Keep your let- 
ters as short as you can but be sure 
you cover the whole subject. Some 
of the best direct mail letters have 
been short—and some of them have 
been over three pages long. Lastly, 
make your letters comfortable for 
the reader to accept, understand and 
comply. 


3. Read your letters aloud. . . . This 
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Read your letters aloud. 


is merely another way of checking 
for possible errors in thinking. Ab- 
surdities have a way of looking 
logical and convincing when printed 
on paper. Reading your letters aloud 
will help you guard against this 
danger. If reading it aloud doesn’t 
sell you on the idea you're trying 
to sell someone else, you’d be wise to 
rewrite it. 


4. Make your first paragraph short 
and evocative. ... We’ve seen dozens 
of direct mail letters which would 
have been improved enormously if 
the first paragraph had been omitted. 
Readers are impatient with sales 
letters that ramble around and don’t 
get to the point. Your first paragraph 
should be made to strike home by 
offering a solution to one of your 
prospect’s basic problems, wants, or 
needs. Secondly, it should be short— 
preferably no more than three sen- 
tences. Long paragraphs at the be- 
ginning have been found to discour- 
age readership. 


>There you have the major points 
to watch in writing sales letters. Of 
course, as a plastic processor, the 
main use you make of letters is as 
a pre-approach—helping to sales con- 
dition the customer in advance of 
the salesman’s call. If you’re not now 
using direct mail for this purpose 
you may be missing out on an im- 
portant application of the medium. 
One industrial marketer recently 
made an unusual test of “pre- 
selling” by direct mail. Two thou- 
sand prospects were divided into two 
equal groups. One thousand pros- 
pects received a series of seven pre- 
selling letters. The other thousand 
received nothing. The final tabula- 
tion showed that salesmen averaged 
three calls to close each sale on those 
who received the campaign. But they 
averaged eight calls for each sale on 
the “cold” list. 

As we've emphasized before, let- 
ters are the backbone of any direct 
mail campaign. They get more care- 
ful readership than any other ele- 
ment in a mailing and therefore 
deserve to be planned and written 
with the same care as the regular 
business correspondence. 


>Let’s start right now to write a 
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sales letter and see how easy it 
really is when all the facts have 
been organized. 

First, write down the features of 
the service you offer to your pros- 
pects. For example, your engineer- 
ing and design staff or your equip- 
ment might be “featured.”. Now, 
transpose those features into cus- 
tomer benefits. A highly-skilled staff 
may be a feature, but it isn’t a 
benefit until it’s translated into “im- 
proved product performance through 
skillful use of new engineering ma- 
terials.” Don’t expect your prospect 
to do the translating. You’ve got to 
do it for him. 

When you've made up the list of 
features translated into benefits, 
check the ones that may be news 
to the prospect. Choose one of these 
benefits and write a few short open- 
ing paragraphs, using it as your 
theme. You probably won’t get the 
best opener right away. Keep writ- 
ing openers until you have one that 





First capture the 
prospect's interest. 


you believe can’t miss. To illustrate, 
here are a few good interest- 
arousing paragraphs. 


e “How long has it been since you’ve 
analyzed your product’s components 
to determine whether it’s being made 
as durably, efficiently and econom- 
ically as possible?” 


e “What is the ‘Unpardonable Sin’ 
in business? What most surely means 
losing ground to competition? 
Complacency — becoming so self- 
satisfied with methods or products 
that you stop trying to better them 
—stop reaching out for new ideas!” 


e “Give me two minutes—and Ill 
give you what may be the answer to 
(two) of your current problems.” 


> When you’ve captured your pos- 
pect’s interest with an attention- 
compelling opening, the next step 
is to capitalize on this interest. Fol- 
low through with more benefits, or 
elaborate on the one you started with. 
You might follow the last example 
given above with the following: 
“Two of the most pressing prob- 
lems in industry today are cost- 


reduction and product improvement | 
to meet competition. Manufacturers 
in virtually all fields are searching 
for new methods—new and better 
materials—more advanced designs.” 

Succeeding paragraphs have three 
main purposes: (1) To create in- 
terest in the benefits resulting from 
your service, (2) to create the con- 
viction that you can perform this 
service better than anyone else, and 
(3) to get him to read the other 
enclosures which comprise your 
mailing—so that points one and two 
may be further strengthened. The 
importance of this point can’t be 
overstated. Whenever you use litera- 
ture in conjunction with a letter of 
your own, always tie the letter in 
with the enclosure. Here’s an ex- 
ample of one way you might do this: 
“We specialize in the type of auto- 
motive parts made from Du Pont 
nylon shown on page six of the en- 
closed booklet.” 

In the first few paragraphs you 
draw a word picture, promising the 
reader certain benefits if he buys the 
service you're selling. The next job 
is to create conviction. He must be 
made to accept what you’ve prom- 
ised as a likely possibility. 


>The next part of your letter calls 
for proof. What can you say to back 
up what you’ve promised? Quote 
case histories of your successful ap- 
plication of plastics and processing 
skill. Enclose a sample part and 
describe how it benefits the end user. 
Or review your past performance: 
“300 new design improvements in 
1953” or “Machines and materials 
like the ones we work with have cut 
thousands of dollars off the manu- 
facturing costs of products like yours 
—by combining several parts into 
one, and by eliminating finishing 
costs.” 

Because letters are part of any 
well-rounded sales program, make 
sure they have the basic five ele- 
ments used in presenting any pro- 
posal in selling: 
1. Conditions . 
needs. 

2. The Plan .. 
these needs. 

3. How It Works . 
plan. 

4. Results .. 
needs. 

5. Next Step . . . specific request for 
action. 


. the customer’s 
. your solution to 
. . explain your 


. how the plan fills the 


> Decide what you want your pros- 
pect to do next. Give a_ specific 
reason why it’s to his advantage to 
do as you ask. Here are a few ex- 
amples of good closers that solicit 
action: 


e “Will you let us show you how 
we may be able to help you effect 














similar savings on your product? 
(This refers to case history in previ- 
ous portion of letter.) Return the en- 
closed business reply card. One of 
our engineers, skilled in the appli- 
cation of the materials described in 
this booklet, will call to analyze 
your product and offer suggestions. 
There’s no obligation, of course.” 


e “Before you forget, return the en- 
closed business reply card now. Our 
representative will call, at your con- 
venience, to examine your product 
and suggest how nylon parts can 
result in improved operation and 
production economy. There is neither 
a charge nor any obligation for this 
service.” 


>When your letter has been fin- 
ished, edited, and carefully polished, 
apply this formula to it for a final 
check: 

1. Is the opening interesting? 

2. Does the letter point out a need? 
3. Does it offer a solution to this 
need? 

4. Does it tell how your solution 
would work? 

5. Does it show, convincingly, how 
your solution benefits the prospect? 
6. Does it read smoothly? 

7. Does the closing paragraph con- 
tain a specific bid for action? 

8. Does the letter make a reference 
to, and tie-in with the other en- 
closures? 


>A mailing made by the National 
Sales Executives Club recently con- 
tained this significant message: 

“A recent survey shows that 80% 
of all sales are made after the fifth 
call. It was further shown that 48% 
of salesmen calling on unsold pros- 
pects make one call and quit; 25% 
make two calls and quit; 12% make 
three calls and quit. Ten percent 
keep calling—and make 80% of the 
sales.” 

We can draw two lessons from 
these results: 


e Lesson One: If continuity pays off 
so handsomely in the personal sales 
call, isn’t it just as true for the call 
that’s made by mail? You'll often 
hear your business friends say, “Oh, 
direct mail can’t help our business. 
We tried it and it didn’t work.” Tried 
it how often? One-shot promotions 








Carefully check the 
finished letter. 








rarely pay off. In the long run, it’s 
the consistent hard-hitting campaign, 
with frequent and timely mailings, 
that produces sales results. 


e Lesson Two: Usually, the first few 
calls by any salesman are only 
softening-up sessions. Such visits 
condition the prospect to the point 
where one more meeting will make 
him a customer. Experience shows 
that direct mail can make these 
softening-up calls effectively too— 
and shorten the time it takes a sales- 
man to “break in.” 

A salesman’s time comes high 
these days. But when the prospect, 
through direct mail advertising, al- 
ready has been made familiar with 
your service—then the salesman can 
give his sales-call time to the actual 
selling process. 44 


New Catalog of Mail 


Lists Issued by Polk 


A 1955, 48-page catalog of mailing 
lists has been published by R. L. 
Polk & Co. (Detroit). The booklet 
describes more than 6,000 different 
types of prospect lists which the 
company compiles, ranging from 
“abattoirs” to “zoological gardens.” 

The catalog shows not only alpha- 
betical listings but also tables, show- 
ing counts by states and costs. Polk’s 
lists are based on source information 
compiled from city directories pub- 
lished by the firm, covering 2,136 
cities and towns. Lists are custom- 
prepared to suit individual require- 
ments. 


For your copy circle No. 321 on the 
Reader’s Service Card inside back cover. 


Business Card Sponges 
Offered by Parkhurst 


“Magic” sponges which substitute 
for business cards are being offered 
for advertising purposes by Pearce 
Parkhurst Enterprises (Lansing, 
Mich.). In its original form, the 
unique sponge looks like a heavy 
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heavy, white card stock. 


g ADVERCARDS 


=e ane oom ame eee ome oe ee ee ee oe oe eee 


| Giant-size! Colorful! | 
AS EXCITING AS A DAY AT THE CIRCUS 


A new selection of jumbo mailing cards for advertisers who want inexpensive 
mailings and the advantages of color printing and professional art. 
Eighteen eye-catching border designs, pre-printed in brilliant color on 5 x 7, 


Direct mail users can imprint sales messages and announcements in oversize 
copy space, using any office duplicator. 


AdverCards are designed, printed and sold by American Mail Advertising, 1954 
winner of five national awards for creative mail advertising. 


Write for Free Sample Kit and Price List 


American Mail Advertising 


INCORPORATED 
610 NEWBURY STREET, BOSTON 15, MASS. 





business card —3%x2%4” and only 
1/32” thick. The face can be im- 
printed with any advertising mes- 
sage. 

When immersed in water, the once 
flat “business card” becomes a handy 
4x234x5g” cellulose sponge. The im- 
printed message remains for the life 
of the sponge. Once “expanded,” the 
sponge retains this shape. 

Prices, including three to four 
lines of copy, range from 17¢ each in 
250 quantities to 10¢ each in 10,000 
quantities. Samples and additional 
details are available. 


For your copy circle No. 322 on the 
Reader’s Service Card inside back cover. 





GLEAN WITH 


GLIMMICKS 


GLIMMERING GIMMICKS 
OF DIE-CUT, PRINTED, 
PRESSURE SENSITIVE BACKED 


MIRRO-BRITE 
METALIZED PLASTIC 
©0000 OOCHOOOHOHHOHEEEOOOE 


HIGHEST ATTENTION VALUE 


IDEAL FOR TIP-ONS 
IN SPACE OR DIRECT 
MAIL ADVERTISING 











PERFECT FOR 
NAME PLATES, LOGOS 
EMBLEMS, TRADEMARKS 


WRITE FOR SAMPLES 


and prices NOW! 








allen hollander company, inc. 
385 Gerard Ave., New York 51, N. Y. 
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Artists who paint illustrations for national advertising 


THE ARTIST DOES NOT SEE 


are often and justly proud of their brushwork ... the technical flair and finish that 
marks their style. But before their work can be properly reproduced in national 
magazines, photoengraving craftsmen must do skillful brushwork of their own. The 
massive brush shown in the photograph is used to dust on dragon’s blood to prepare 
the plate for etching. Fine brushes are used to correct and refine details to match 
the artist’s subtle indications. It is remarkable how many operations in the making of 
fine engravings parallel or supplement the artist’s own operations. We have 
sometimes been flattered by competitors who asked for our secrets of quality. We 
have two secrets, developed over many years: the finest photoengraving plant 


in America, and the finest photoengraving craftsmen. 


COLLINS, MILLER & HUTCHINGS, INC. 


LAKE STREET & WACKER DRIVE «© CHICAGO 6 


AMERICA’S FINEST PHOTOENGRAVING PLANT 
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How an advertiser developed special 
techniques to get better results from 


ROP COLOR 


By J. Roy Petersen 


Account Executive 
Foote, Cone & Belding 
San Francisco 


S&W Fine Foods Inc. certainly was 
not among the earliest advertisers to 
use r.o.p. color, but we believe S&W 
has developed a method of using it 
to gain maximum effectiveness, 
though we had to learn our lessons 
the hard way. 

While we have not been using 
r.o.p. color for a great many years, 
we have certainly found out that its 


use leads to many problems. When 
color advertising is placed with mag- 
azines, you expect to get outstand- 
ing reproduction without question— 
perhaps, some day we can expect the 
same of newspapers. 

But it soon became evident to us 
that wide reproduction variations 
exist, and that one of the first things 
we had to do was to consider the 
newspapers’ problems. These, of 
course, include everything from ink 
quality and paper stock to newspaper 
know-how, press equipment and 
qualified personnel. To meet these 





Photoengraving & Platemaking - 








problems we believe we have devel- 
oped, over the years, a technique 
particularly adaptable for four-color 
advertising. This technique, while 
not foolproof, does solve some of the 
more serious obstacles and takes 
into consideration the wide variation 
of newspapers’ ability to reproduce 
color. 


>The very nature of a newspaper 
To achieve better results with r.o.p. color, S&W 


altered its art treatment. Progression of ads is 
described on following pages. 


Lypev teil” 
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why you get a full measure 


of quality in KL newspaper mats 


eee 


From far-off Switzerland comes the flong for Rapid 
newspaper mats. Made exclusively to Rapid’s specifica- 
tions with the precision for which the Swiss are famed, 
our imported flong is the finest obtainable anywhere. 
Quality control at every step assures the exact thick- 
ness, tensile strength and impression plasticity that 
enable Rapid to deliver a full measure of quality repro- 
duction in each of four types of mats: 


1) Rapid Plastic Magazine Mat with exclusive plastic 
coating for finest halftone and color reproduction. 


2) Rapid DeLuxe R.O.P. Color Mat for finest newspaper Swiss flong quality is controlled by 
color reproduction. 


9 separate tests during processing. 
3) Rapid Super Mat for general newspaper advertising. Here wet sheets are weighed. 


4) Rapid Ad Mat of Super Mat quality but of lighter 
weight flong. 


All four are molded and baked under direct pressure to 
retain their size with no loss due to shrinkage. 


Whenever you use mats for the reproduction of news- 
paper advertisements, specify Rapid. That’s the way to 
protect your investment in original art, photo-engrav- 
ings and advertising space. 


Write the nearest Rapid office for samples of Rapid mats 
THE RAPID ELECTROTYPE COMPANY 


mat in the newspaper plant. 


Tensile strength tests assure the 
rigidity and durability of the finished 
WY for quality reproduction 


ncn . PHILADELPHIA SAN FRANCISCO 
— Co. Co. 
on pany BT mona ‘Mteahase 502 "Dougan 4 
CHICAGO: Seles Ones, DEarer 2-016 sali wa: ialdnaattinc cui oen 
eae - PLASTIC PLATES + _R.0.P. COLOR MATS ATLANTICTYPES JOB ELECTROS 
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press run presents serious problems 
of registration and color fidelity—as 
a matter of fact, we still get screams 
from some of our clients on black 
and white reproduction. 

Take a look at Illustration 1. It 
shows one of the first four-color ads 
which S&W used in the Chicago 
Tribune in 1949. There is nothing 
wrong with this ad—it has good im- 
pact and with the experience of the 
Tribune on color, we got better- 
than-average reproduction. But I 
hesitate to think what would have 
happened to the delicate shadings 
and colors of this ad if we had used 
it in some of the newspapers now on 
our list. 

Following this series, we moved to 
a new series like that shown in IIlus- 
tration 2, in which we made the main 
illustration in black and white half- 
tone and let the product label pri- 
marily czrry the color. 


>The first olor ad we used on the 
West Coast vas in the fall of 1952 

. and this ene resulted in some 
real migraine headaches! Illustration 
3 shows an engraver’s proof of the 
ad. It was a fine job . . . but you 
should have seen how it turned out 
when it appeared on the doorsteps of 
newspaper readers. 

Not only did the whole advertise- 
ment go muddy, but we lost all ap- 
petite appeal in the main illustration 
of a fruit cake and the registration 
on the packages went completely out 
so they could not be read. With one 
or two exceptions, every newspaper 
had trouble. 

The client, needless to say, was not 
happy! But it was not entirely the 
newspapers’ fault because we had 
given them material which presented 
just too many reproduction prob- 
lems. 


>This brings me to a subject which 
has been important in our thinking 
and creation of S&W advertising. We 
represent a food firm. Traditionally 
and historically, the way to sell food 
is to portray it in use through the 
use of fine art or color photography 
... more commonly known as “appe- 
tite appeal.” But we found early that 
some subjects just do not lend them- 
selves to four-color process in news- 
papers—and one of them is appetite 
appeal. 

Before you disagree with me too 
vigorously, let me say we know it 
has been attempted. But even with 
the most expert of newspaper know- 
how, it comes off second best in our 
opinion. Then when you consider 
using such copy in papers which 
have had relatively little experience 
in four-color work, you just ask for 
trouble. 

Therefore, we deliberately side- 
stepped this problem, and worked to 





come up with a form of illustration 
which would have the same reader 
response through adroit use of color 
for shock value. 


>In order to minimize these regis- 
tration and color fidelity difficulties, 
our art and production departments 
working closely together developed 
what has been called a “loose” tech- 
nique of artwork for the four-color 
process newspaper ads. This signifi- 
cant step away from realistic art 
photographic reproduction of prod- 
ucts together with a simplification 
of the process has, for S&W, resulted 
in much more successful reproduc- 
tion of the later advertisements. 

Most full-color food art is ren- 
dered in realistic detail—clean cut 
edges, various textures and shad- 
ings and all that goes into a good 
pictorial likeness, but these soft 
edges and pin-point registration, 
while fine for other types of publi- 
cations, particularly those with 
coated stock, are trouble-makers in 
newspaper printing. 

We, therefore, use the “loose” art 
technique—merely sketches of food 
stuffs. In essence, these ads are prac- 
tically reproductions of the art direc- 
tor’s rough layouts. Illustration 4 
shows one of the first ads using this 
technique for the main illustration. 
All figures are drawn with casual 
lines, colors are bright and only the 
simplest modeling is used to define 
the various shapes. No attempt is 
made toward realism—just free and 
easy indications of the subjects at 
hand. Fruits and vegetables are sim- 
plified into symbols of fruits and 
vegetables. The very looseness of the 
art not only lends a refreshing ap- 
pearance to time-worn subject mat- 
ter but also is a particularly happy 
solution to registration problems. 


> Probably in all agency-client rela- 
tionships nothing is more sacred 
than the advertiser’s label. As you 
can see in Illustration 4, we tried to 
maintain as closely as possible the 
actual reproduction of the various 
S&W products. But here again we 
ran into trouble. Each label was car- 
rying ink from all four plates, and if 





“Lee, this is not the ad I approved! This 
one reads, ‘this space courtesy oi, etc.’.” 





the registration was off the most 
minute amount on any one or all of 
the plates, the reproduction was not 
only a poor representation of the 
true label, but it was unreadable. 

Therefore, we convinced the client 
that the labels should also be sym- 
bols of his products. Inasmuch as the 
basic S&W label is chartreuse with 
a dark green panel containing a color 
vignette of the product, we argued 
that the dark green panel could be 
made black, the vignettes could be 
simplified in the same “loose” treat- 
ment, and we would eliminate all 
problems of registration on the label. 
Through the use of the light green 
background and the color in the vig- 
nettes of the products, there is little 
realization on the readers’ part that 
black has been substituted for the 
dark green. 

Illustration 5 shows the first ad- 
vertisement using the black panel. 
It’s obvious that we could not pos- 
sibly have any registration problem 
with the brand name and product 
name in reverse and appearing only 
on the black plate. In addition, the 
artwork of cans was also done in a 
line treatment similar to the main 
illustration, so any color in the vig- 
nettes of the product, even though 
out of registration, would appear to 
be all right. 


>In preparing the artwork for these 
ads, we begin with a strong layout 
design with the artwork prepared in 
two basic parts. 


1. The color portions are drawn in 
full color with the fact borne in 
mind that little, if any, black screen 
is used. 


2. The black plate is drawn on a 
separate overlay and is limited to 
line work which keys the colored 
areas. This overlay consists of out- 
lines of all the colored subjects, in- 
cluding packages and, of course, any 
type or hand-lettering. 

Black is no longer the controlling 
color of the process plates and the 
black halftone screen is eliminated 
except for occasional areas where it 
is needed for dark greens and 
browns. This, we believe, is the 
secret of clean reproduction, for the 
red, yellow and blue plates are free 
of black and can more readily ex- 
press themselves as bright, clean 
areas of pure color. The outlines of 
the black line plate provide a snap- 
py accent with a result that is quite 
pleasing. 


>Since the time that Illustration 5 
was produced, we have tried to go 
one step further. While the past ads 
have had tremendous color im- 
pact, we felt there was a lack of cer- 
tain human interest appeal and a 
certain similarity was developing in 
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Easy Way to 
Stay on the Ball 


Dozens of readers, and advertising 
agency executives in particular, have 
written us to the effect that Adver- 
tising Requirements is one book that 
enables them to stay on the ball. The 
president of one New York Agency, 
for example, says “Advertising Re- 
quirements is helping me to keep my 
staff up to date. I am requesting that 
all creative and production person- 
nel read it thoroughly.” If you have 
any doubts about seeing every issue, 
we suggest you use the reply card in 
the front of the book to enter your 


own personal subscription at once. 
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the series. Therefore, this year we 
are experimenting by using illustra- 
tions of people in the ads, however, 
maintaining to a great degree our 
previous loose technique. 

We may have trouble, particu- 
larly in getting the exact color fidel- 
ity we want, but we will keep down 
the registration problem by using 
flat, over-all colors with no shading. 
Illustration 6 is an example of the 
first of this type of ad, which ap- 
peared a short time ago. 

Newspaper production people have 
welcomed our treatment of r.o.p. 
color. The San Francisco Examiner 
reports that the S&W ads practically 
eliminate pin-point registration and 
that full use of clean color can be 
achieved. The Chicago Tribune, 
when it received the first ad of this 
new series, called in its artists and 
recommended the technique to them. 
As a result, numerous Tribune edi- 
torial pages have utilized this style. 

Fred Schafer, manager of the 
Tribune’s advertising service depart- 
ment, wrote our art department: 
“The S&W art simplifies registration 
and the method keeps the color 
clean and brilliant. The pages are 
more satisfactory to print than the 
conventional four-color process ads. 
Not all four-color r.o.p. art problems 
can be handled in such a simple man- 
ner, but we are delighted when copy 
like yours comes in.” 44 


Colors Predetermined 
By New Coloron Kit 


A new tool for predetermining col- 
ors for printed material has been 
developed by Delta Brush Mfg. Corp. 
(New York). Called “Coloron,” the 
new device consists of 11 acetate 
sheets with printed color bars. Each 
sheet has a solid color bar and nine 
tint bars representing values from 
10 to 90%. 

The set of 5x10” acetate sheets 
plus a transparent type specimen 
sheet are packaged in a permanent 
simulated leather portfolio. To de- 
termine ultimate color printing re- 
sults, the sheets are placed on the 
paper stock to be used. The results 
of combined colors are easily deter- 
mined by placing two or more Col- 
oron sheets on the paper. 

The Coloron kit includes the fol- 
lowing colors: black, process red, 
process yellow, process blue, basic 
red, basic yellow, basic blue, basic 
green, basic orange, basic purple and 
basic brown plus the type specimen 
sheet. It sells for $9.50. Individual 
sheets are available at 95¢ each. 

While accurate results depend 
upon identical inks when printing, 
the Coloron sheets are helpful in 
many phases of advertising produc- 
tion. Delta has managed to get uni- 








Coloron . . . This kit of 12 acetate sheets 
enables admen to predetermine the results 
from the combination of colors and tints 
in printed material. 


form ink coverage on the acetate 
sheets, a difficulty encountered by 
some previous devices of this type. 

A four-color brochure giving com- 
plete information is available. 


For your copy circle No. 323 on the 
Reader's Service Card inside back cover. 


Spectratone Folder 
Lists New Prices 


A new folder, including a revised 
price scale for Spectratone letter- 
press plates, is now available from 
California Art & Engraving Co. 
(Berkeley, Cal.). 

According to the folder, the com- 
pany does not guarantee to match 
tone for tone but does guarantee “a 
pleasing natural reproduction from 
artwork of any size, and from color 
transparencies from 35mm up to 
8x10”.” 

The folder, which is illustrated with 
Spectratone plates, provides sugges- 
tions for economy in ordering plates, 
information on securing recom- 
mended inks, terms and references, 
the complete price scale and illus- 
trations of the spectratone colors for 
artwork and type matter. 

For your copy circle No. 315 on the 
Reader's Service Card inside back cover. 
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“I wish Smith wasn’t so worried about 
somebody stealing his style!” 









e Advertisements in this section 


Direct Advertising 


















NO GLASSES 
TO WEAR! 


NO SEPARATE 
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Exciting new premium novelty. Actual 3-Dimen- 
sional motion pictures on cardboard self-mailer! 
No bothersome viewers to wear (or hold). 
Imagine YOUR PRODUCT or brand name 
leaping from the *Stereo-flix pages right before 
customers’ eyes! Startling animation—full depth 
—all real as life. Stock scenes available for 
customer imprint or distributor resale. Write 
NEAREST ADDRESS now for profitable in- 

formation. 
* Patent Pending . . 
available from inventor. 
THE TELE-FLIX COMPANY 


WESTERN ADDRESS: Box 1530-V45, Main Post 
Office, San Francisco 1, California 

EASTERN ADDRESS: Box 50-V-45, Times Square, 
New York 36, New York 








. manufacturing licenses 











Office Equipment 
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limited to three inches 


Books 


The shortest distance 
between you and the successful 
display is one inch. 

This inch is 220 pages long and has 867 


illustrations, blueprints and diagrams. It is 
between the two covers of Victor Strauss’ 


P. O. P. CARDBOARD DISPLAYS 


a Manual for the planning, construction 
| and production of displays, covering every 
kind and every aspect of successful 
displays. $15 


For your Free Brochure, write to 


PRESENTATION PRESS 
Dept. A, P. O. Box 3, New York 24, N. Y. 
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Engravings 










EXACT @ COLOR )M@ PIXUR @ COLOR 
























ing, inserting... > 
moving in the mail room 
Write for folder. 


Marko! Metal Products, Inc. 


261 Mill Street 
. Pachester 14, New York 


NewER. ix. TRAVELING RACK 


Ten Hook-On Trays speed up 
printing, mimeographing, sort- 
keep things 
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Life, Post and others 
demand precision process 
color plates. Our superb 
Color Plates pass all rigid 
tests and reduce plate 
costs for you as well. 


Save 2 usual plate costs 
with our picture color 
process. Not exactly true 
to copy but an excellent 
color picture. Ideal for 
most purposes. 



























STAFFORD ENGRAVING CO. 


229 N. PENN. ST. « INDIANAPOLIS 









To 
Reach 
the 
Actual 
Buyers 







of 
ADVERTISING 


MATERIALS and 
SERVICES 


put your 
selling message 
before them 

in 


Advertising 
Requirements 
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Hand-Lettering 


HAND-LETTERING ON FILM 


$1 a word—all styles. No minimum, 
no “extras.” Glossy print for repro- 
duction. 24 hour service—delivery 
anywhere in USA. Order from Style 
Book AR free on request. 


RAPID TYPOGRAPHERS, INC. 
305 East 46, New York 17 * MU 8-2445 
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Typographers 


MOST 


Call AL 5-1770 


and get set with 


HOWARD 0.BULLARD, Inc. 


R 
TYPOGRAPH E 
150 VARICK ST., NEW YORK 13, N.Y. 


COMPLETE 
TYPOGRAPHIC 
PLANT IN 
NEW YORK 


cd 
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Preferred Sources for Services and Supplies 





















fresh design . . . 
vivid color... 
sound construc- 
tion... 


without set-up 
and take-down 
headaches... 


Big reasons why 
1000 exhibitors 

love their CAPEX 
Displays . . . the 
original Prefabs 


Send for free Design Portfolio 


Capex Company, Inc. 


615 South Boulevard, Evanston, Illinois 
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Wanted to buy—Business 





WE'RE FROM WISCONSIN 
AND WE WANT TO BUY — 


A small manufacturing company or 
division of large company specializ- 
ing in advertising specialties. Inter- 
ested only in the business itself—not 
in real estate. Send us full particulars 
and if your offer looks good we'll get 
together. 


Box 14, c/o Advertising Requirements 
200 E. Illinois Si., Chicago 11, Ill. 


Steel Filing Cabinets 


FOR SALE 
25 drawer Steel Cabinet for cuts, 
Artwork, etc. Sizes up to 30x40. 
Write for Literature 
FOSTER—210 N. Broad St. 
Philadelphia 2, Pa. 
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Advertising Services 


“RED HOT “Advertising 
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6S . avertisers 


The “key number” 


corresponds to a number on the Readers’ Service cards on the following 
insert pages. If you desire additional information concerning the products 


preceding the name of each advertiser listed below 


or services offered by any AR advertiser, all you need do is to circle the 
number on the Readers’ Service card corresponding to the number shown in 
the index. The same numbers appear at the bottom of the advertisements. 


Readers 
Service 
Number 


383 Advertisers Displays & Exhibits 36 
357 Advertising Metal Display Co. . $1 
439 Advertising Trades Institute Inc. . 19 
351 Advertising Typographers Assn. of 

America Inc. i 
358 Alexander Co., The W. H. = 
352 American Mail Advertising Inc. 127 
355 American Neckwear Mfg. Co. . 70 
353 American Television & Radio Co. 120 
354 Ampro Corporation 118 
356 Amsterdam Continental — & 

Graphic Equipment 


359 Baker & Associates, L. Wm. 

360 Barry Inc., Lewis 

361 Bartz, F. H. 

362 Beckett Paper Co., The 
Belford Co. Inc. 

363 Berlekamp Corporation 

364 Black Box Collotype Studios Inc. 

365 Bourges Color Corp. 

388 Brand Advertising 

369 Brown & Bro., Arthur 

366 Buffalo Photo Co. 

367 Bullard Inc., Howard O. 
Bundscho Inc., J. M. 

368 Burrelle’s Press Clipping Bureau 


371 Cantine Co., The Martin 
372 Capex Co. Inc., The 
380 Carter & Galantin Inside Back Cover 
373 Celanese Corp. of America 26-27 
374 Champion Paper & Fibre Co. ....55-66 
381 Chart-Pak, Inc. 30 
375 Chicago Cardboard Co. 7 
383 Chicago Cardboard Co._... 36 
387 Chromax Corporation 90 

- Collins, Miller & Hutchings Inc. 128 
397 Colorfax Laboratories ; 103 
382 Consolidated Lithographing Corp. 43 
376 Cousino Inc. 

Craftint Mfg. Co., The 

Crocker Co. Inc., H. S. 

Crocker Co. Inc., H. S. 


Delta Brush Mfg. Corp. 

Dot Engravers Inc. 

Du-Plex Onvelope Corp. 
Durable Rubber Products Co. 


Eastern Corporation 
Engel Inc., J. A. 
Eureka Specialty Printing Co. 


Falulah Paper Co. 
Filmack Studios 
Filmotype Corp. 
Flambeau Plastics Corp. 
Foilcraft Printing Corp. 
Foster Mfg. Co. 


Gair Co. Inc., Robert 
General Outdoor Advertising Co. 
Gibraltar Corrugated Paper Co. 
Gold and Associates, Sam 
Goodren Products Corp. 
Grace Letters 
Grace Sign & Mig. Co. 
Graphic Systems 
Gugler Lithographic Co. 

409 Haberule Co., The 

— Hammermill Paper Co.. 

410 Hankscraft Co., The 

414 Harvey Famous Name Comics Inc. 

411 Headliner Products cas 

412 Hollander Co. Inc., Allen 


415 Indiana Wire & Specialty Co. Inc. 
416 Ingram-Richardson Mfg. Co. 


Advertiser Page 
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Readers 
Service 
Number 


Advertiser Page 


417 International Color Gravure Inc. ans 
419 Interstate Photographers __Back Cover 
418 Intertype Corp. ; ..Inside Front Cover 
420 Keller Co., D. K..... 

421 Kleen-Stik Products Inc... 

423 Kling Studios Inc.. 

475 Kling Studios Inc... 

422 Kurshan & Lang Color Service... 


425 Letter Shop Inc., The. 
424 Lewis Artist Supply Co. 
426 Lutz & Sheinkman 


437 Magill-Weinsheimer Co 
—— Major Photo Co.. 
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301/Circle on Readers’ Service Card 

gy sr gscaedpe pakesgma 

‘ testing sample of new paper product 
designed to withstand wind, rain, sleet and 
snow, designed for use as outdoor sign 
board. (Page 62) 


302/Circle on Readers’ Service Card 
Hi-White Offset Stock 
-.. sample folder showing new offset stock 
by Beckett Paper Co. The new stock is also 
suitable for letterpress or gravure. 

(Page 57) 


. + samples and details of envelope that 
“always stays flat” because of special ad- 
hesive qualities on gummed seal, produced 
by Tension Envelope Co. (Page 57) 


304/Circle on Readers’ Service Card 
Beveridge Coated Blanks 

. +. samples of coated blanks showing 
printing quality are offered by Beveridge 
Paper Co. Included is a listing of available 
plys and prices. (Page 57} 


305/Circle on Readers’ Service Card 
Lusterboard Carton Stock 

.- samples and information on Lusterboard 
folding carton stock, offered by S. D. War- 
ren Co. (Page 60) 


306/Circle on Readers’ Service Card 
Mountie Offset 

. . » brochure containing sample swatches 
of Mountie Offset Antique Wove by North- 
west Paper Co., with colors and weights 
available. (Page 60) 


307/Circle on Readers’ Service Card 
Ribtone, Gatortone Envelopes 
- samples and details on Ribtone and 
Gatortone envelopes by Columbia Envelope 
Co. Ribtone features a striped design; Ga- 
tortone has a simulated alligator skin effect. 
(Page 60) 
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308/Circle on Readers’ Service Card 
Paper Cutter 

. . « details on Michael professional paper 
cutter, designed for use in small duplicat- 
ing and offset shops. (Page 60) 


308/Circle on Readers’ Service Card 
Hand Weave Letter Paper 

. .- samples of new letterhead paper with 
an antique laid marked texture by Byron 
Weston Co. (Page 62) 


310/Circle on Readers’ Service Card 
Executive Gift Catalog 


. . . 68-page catalog lists hundreds of items 
in full-color illustration, such as small elec 


trical appliances, pens, pencils, fancy foods, 
desk accessories, etc. 


Readers’ 
| Service 
| Dept. 


| 3404 Address. 
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| Items mentioned in editorial columns: 


311/Circle on Readers’ Service Card 
Dashboard Writing Table 

. .. information on travel-desk, designed to 
make note-taking easy for automobile 
drivers and for holding maps, papers, route 
lists, etc. (Page 70) 


312/Circle on Readers’ Service. Card 
Packaged Plants 

- folder describes plan by which philo 
dendron, ivy and nephthytis, packaged in 
special cellophane bags, may be offered as 
premiums. (Page 72) 


313/Circle on Readers’ Service Card 
Merchandise Prize Catalog 

. Catalog shows more than 1,500 nation- 
ally advertised items to be used as awards 
in sales contests and other incentive pro- 


(Page 72) 
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314/Circle on Readers’ Service Card 
Tele-Visible Field Pad 

. . . booklet describes field pad to help art- 
ists unfamiliar with tv screen proportions 
to work accurately. (Page 78) 


318/Circle on Readers’ Service Card 
Spectratone Plates 

... folder provides suggestions for economy 
in ordering Spectratone letterpress plates, 
information on recommended inks, and re- 
vised price scale. (Page 132) 


316/Circle on Readers’ Service Card 
Blackboard Decal 

writing area that can be lettered with reg- 
ulcer classroom chalk and erased with 
blackboard eraser or damp cloth. (Page 86) 


Readers’ Service Dept. 


317/Circle on Readers’ Service Card 
Reflectorized Glass Beads 

on Flez-O-Lite Ultra Bright Beads for use 
on signs. Beads can be applied to steel, 


press clipping service to cover all countries 
outside the Iron Curtain. (Page 86) 


319/Circle on Readers’ Service Card 

Stempel Typefaces 

... Specimen catalog of D. Stempel of 

Frankfurt, German foundry, typefaces, in- 

cluding historic old typefaces and modern 

faces, as well as modern borders and orna- 
(Page 115) 


200 East Illinois St., 
Chicago 11, Ill. 


320/Cirche on Readers’ Service Card 
Reverse Type 

riety of faces of all kinds available from 
Eipnehmer & Taylor Inc. (Page 117) 


3$21/Circle on Readers’ Service Card 


compiled from city directories covering 2.136 
cities and towns. (Page 127) 


for advertising purposes. Face can be im- 
printed. (Page 127) 


323/Circle on Readers’ Service Card 

sisting of 11 acetate sheets printed on color 
bars, for predetermining colors for printed 
material. (Page 132) 


324/Circle on Readers’ Service Card 
Color Transparencies 

. - - details on full color display transparen- 
cies made from users’ ads, tearsheets or 
other printed material (Page 42) 


325/Circle on Readers’ Service Card 
Tone Art Service 

. . . details on new art service to provide 
regular monthly supply of continuous tone 
drawings in wash, tempera, casein and 
other medica. (Page 102) 


326/Circle on Readers’ Service Card 

Disposable Mixing Cups 

. . - details on tray with disposable plastic 

mixing cups for work with watercolors, 

tempera, retouch colors, inks and dyes. 
(Page 102) 


327/Circle on Readers’ Service Card 
Kleerkote Plastic Overlay 


items mentioned in editorial columns: 

311 3212 313 314 315 316 317 318 319 320 321 
More details from AR advertisers: 351 
361 362 363 364 365 366 367 368 369 370 371 


. « - details on Kleerkote, new transparent 
plastic overlay that takes poster paints, 
water colors or inks. (Page 103) 


* Note: Inquiries for items listed not serviced beyond June 15, 1955 





Carter and Galantin makes 
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— ERIN 
___that covers the 

___ entire sales front! — 


Distributor— Dealer—Consumer— ALL are 
equally important “points of sale.” And each ~~ 
depends on specialized “selling points.” Our 
business is to develop ways to help your 
salesman put across his selling points at his 

point of sale. Read how Carter & Galantin 
developments increase the success of selling 
campaigns at every level. 


“Sellavox™ was used here to 
introduce a new selling plan 
to distributors and dealers. 


Here's a direct-to-consumer 
appeal that makes a real 
selling tool of the 

traditional “display.” 


Let us send you this free booklet that shows how we can 
build these and other developments into fresh, forceful 


selling tools for your product—and your point of sale. 
Write or call 


CARTER & GALANTIN, INC. 


710 West Jackson Blvd., Chicago 6, ANdover 3-6546 = ‘*/ 


LOS ANGELES e DETROIT © NEW YORK 


This demonstration device is 
part of a complete training 
and selling kit that helps auto 
salesmen make retail sales 


in office, home—or in the car! 


. for more details circle 380, page 135 





“Interstate always dives us excellent photographs 
and reports” says W. H. Polk mal rae 


PC ‘lies Blocks 
Director of Advertising and Sales Promotion 


Pittsburgh Corning Corporation 


In the building materials field, Pitts- 

burgh Corning has an enviable rep- 

utation for effective “user-benefit” 

advertising. Via BBDO, their glass block 

advertising shows actual on-the-job photo- 

graphs and testimonials from happy customers... often 
in four colors. 


PC found it is often a tough job to obtain architecturally 
appealing exterior photographs—and interiors showing 
their product off to best advantage were even harder to 
get. After futilely trying to explain their problem to 
dozens of photographers, Pittsburgh Corning now uses 
one source to cover installations anywhere in the country: 
Interstate Photographers. 


Mr. Polk sent a memo to all Pittsburgh Corning field 
personnel and here’s what he said, “The results given us 
by INTERSTATE have been the best we have ever received. 
They have consistently given us excellent photographs and 
case-history reports. Because of the speed, efficiency and 


quality results offered by this agency, it is to our advantage 
to use their services wherever job coverage is required.” 
Remember that INTERSTATE service is unique. We do 
all the leg work—arrange shooting dates, procure models, 
brief the photographer on lighting, camera equipment, de- 
sirable camera angles and client restrictions. 
Photographic specialists do the photography, and quali- 
fied reporters handle case-histories when reporting cover- 
age is wanted. Each man is a professional in his own field, 


each works from detailed shooting scripts and question- 
naires (both prepared by INTERSTATE). 
, We cover any type of photographic assignment: location, 
2 commercial, illustration, industrial, fashion, news. And we 
will also obtain excellent testimonials or case-histories. All 


® this, anywhere in America, in 24 hours if you need it. 
f ‘ Motion pictures and 3-D, too. 
2100 selectively-screened photographers and reporters 


are ready to serve you. So for quality photography or re- 
porting the painless way, get in touch with INTERSTATE and 
make us prove that we can do a job for you. 


DIVISION OF INTERSTATE INDUSTRIAL REPORTING SERVICE, INC 


INTERSTATE PHOTOGRAPHERS 
247 WEST 46TH STREET, NEW YORK 36,N. Y. Circle 6-4950-1-2 Division of 


INTERSTATE INDUSTRIAL REPORTING SERVICE, INC, 
247 W. 46th STREET, NEW YORK 36, N. Y. 
ALEXANDER ROBERTS, General Manager 


C0 Please give me more information about your service. 
C) Have your representative call. 

NAME 

COMPANY 

DEPARTMENT 

ADDRESS 


CITY AND STATE | 


. for more details circle 419, page 135 





